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EN who are primarily responsible for manufac- 
turing efficiency and economy in mass production 
industries read THE TOOL ENGINEER. Mr. Walter 
F. Wagner, Master Mechanic of the Lincoln Motor 
Company, Detroit, is one of them. He says, “I read 
THE TOOL ENGINEER every month. I find its 
editorial articles, activities items and advertising 
pages extremely interesting. It’s the one magazine 











that seems to be written especially for those of us who Mr. Walter F. Wagner 
. . . ° ° 99 Mast ic, Li : 
are vitally interested in mass production operations”. mele 4 


DO OTHER KEY MEN IN INDUSTRY READ THE TOOL ENGINEER? 


“I recently completed a three-months’ trip through 
Pennsylvania, Ohio, Illinois, Michigan and Wisconsin 
which has given me some idea as to the coverage of your 
publication. I have found it on practically all of the desks 
of the industrial prospects I visited.” The writer of the 
letter from which this statement was taken is Sales Man- 
ager of a machine tool concern—a regular advertiser in 
THE TOOL ENGINEER. 


If you want your sales story to reach the individuals who 
originate and control production purchases, THE TOOL 
ENGINEER is your most effective and economical adver- 
tising medium. From cover to cover, it’s interesting to 
the thousands of production executives who receive it— 
and these are the men who are in a position to buy the 
products brought to their attention by its advertising 


pages. 


The TOOL ENGINEER 


MACHINERY ® PRODUCTION METHODS ® TOOLS 


Published by THE BRAMSON PUBLISHING COMPANY 
2842 West Grand Boulevard « Detroit, Michigan ~ 
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® “A little over three years ago,”’ 
says Don Allshouse, Advertising 
Manager, Northern Equipment 
Company, “our engineers developed 
a simplified feed water regulator to 
provide at moderate cost the un- 
usually close water level control 
required on modern high-pressure 
boilers. We introduced it with a 
closely-geared selling and advertis- 
ing program in which POWER 
played a prominent part. 

“The task of the advertising was 


2 IDENTIFICATION 


to speed up the marketing process. 
Copy was planned and developed 
through four phases: 


1. Announcement—to estab- 
lish the name COPES Flowmatic. 


2. Identification — to show 
what it is and does. 


3. Acceptance—to list impor- 
tant users of the new unit. 


4. Performance—to present 
operating experiences of users. 












Northern Equipment Company combines consistent advertising, 
aggressive selling and sound engineering to introduce a new 
product designed for America’s most modern boiler rooms .. . 


“Within three months after the 
first advertising appeared, results 
were tangible. 


“Operating engineers told us 
their problems and asked how the 
COPES Flowmatic might help solve 
them. 

‘‘Consulting engineers sought 
information to determine how Flow" 
matic could be used on specific new 
boiler plants on their boards. 

“A leading boiler compaty 
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Information, Please 


Advertising should be designed to help industry meet 


buying problems imposed by the defense program 


@ MANAGEMENT is in definite 
agreement that during the period of 
active business created by the na- 
tional defense program, normal mar- 
keting and advertising efforts should 
be maintained. The unanimity of sen- 
timent on this subject expressed at 
the Detroit conference of the Na- 
tional Industrial Advertisers Associa- 
tion again demonstrated the value of 
the association as a sounding board of 
opinion in the field and as a means of 
crystallizing policies relating to indus- 
trial marketing. 

When we realize that Industrial 
production in the United States ag- 
greeated more than $60,000,000,000 
in 1937, the addition of $4,000,000,- 
000 a year of defense business does 
not seem an enormous increase. How- 
ever, the urgency of the program and 
the need for immediate expansion of 
Production facilities to take care of 


government requirements has caused a 
congestion of orders in certain sec- 
tions of industry, and this is the prob- 
lem which will have to be solved in 
it i on a talk given before the Engi- 
e¢ ‘ Advertisers Association, Chicago, 


Ovr 


By G. D. CRAIN, JR. 
Publisher, "Industrial Marketing" 


the next year or two through the con- 
struction of new plants, the tooling of 
factories for armament manufacture 
and increased facilities for manufac- 
turing airplanes and all of the parts 
and equipment which they require. 

The new production facilities which 
are being created in the defense pro- 
gram will be amortized, for tax pur- 
poses, in five years. But after the 
pressing emergency of military pre- 
paredness is over, we shall still have 
the plants and additional capacity, and 
the problem will be to find products 
and markets to keep those plants and 
their employes busy. We ¢an’t wait 
until the business is needed—we must 
plan now, through research and ad- 
vertising, to create the demand which 
these plants can supply when the major 
production of defense goods has been 
completed. 

Hence, the manufacturer who looks 
ahead for three, four, or five years, 
and who realizes that he must depend 
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on normal domestic markets for his 
expanded sales volume, will at once 
realize the folly of abandoning culti- 
vation of his present customers and 
neglecting to create sources of new 
business for the future. Advertising 
and research men must use the period 
now available to build a sound basis 
for new market development programs 
which will supply active demand when 
business is again needed in volume 
from normal industrial buyers. 

As far as the immediate task of in- 
dustrial advertising is concerned, with 
buyers demanding equipment and ma- 
terials for immediate delivery, the em- 
phasis should naturally be placed on 
informative advertising. The buyer 
needs information even more than per- 
suasion, and thus detailed information 
about products, about delivery sched- 
ules, about service facilities, should 
take the place of more general types 
of advertisements which are intended 
primarily to create interest. 

The “Tell All” campaign of the As- 
sociated Business Papers, Inc., in 
which the value of informative adver- 
tising has been stressed, is particu- 
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larly appropriate at this time, when 
the initiative is being taken by the 
buyer rather than the seller, and when 
the most useful service that advertis- 
ing can render will be to help buyers 
supply their needs as quickly, con- 
veniently, and inexpensively as possible. 

We are often concerned with the 
cost of selling, but under conditions 
just as the present we must remember 
the greatly increased cost of buying. 
Good advertising of an informative 
character will serve the double purpose 
of moving goods and helping industry 
to buy to the best possible advantage, 
because sources of supply will be made 
known, and the facts about products 
and their applications will be widely 
disseminated. 

We may therefore expect to see 
more advertising which gives detailed 
product information, and greater em- 
phasis upon buying aids of all kinds. 
Catalogs, bulletins and descriptive lit- 
erature of all kinds should be brought 
up to date and given the widest pos- 
sible distribution. Prefiled catalogs and 
other industrial reference books will 
serve an even more important purpose 
than normally, and should be given 
wider distribution to make their facili- 
ties available to as many industrial 
buyers as possible. 

More intensive sales training should 
be developed, so that salesmen will be 
able to function successfully as service 
men. Salesmen should have more de- 
tailed product information and be able 
to render expert service to buyers both 
in the selection of goods and their 
application to the problems of the user. 
Many advertising executives are in 
charge of sales training work of this 
kind, which will prove of immediate 
advantage to the seller, the buyer, and 


industry as a whole. 


We must plan to maintain good cus- 
tomer relations by providing special 
facilities to take care of buyers during 
the dificult period when deliveries can- 
not be made promptly. During the 
war boom of twenty and more years 
ago, buyers frequently found it neces- 
sary to send men out into the field to 
check up on the production and deliv- 
ery of their orders. It would prove a 
great advantage to them to be able to 
contact a customers’ service bureau in 
the office of the producer, where all 
information about sales, production, 


and routing of deliveries would be 


available, so that buyers w ould be in- 


14 


























Caterpillar Gets DMAA President's Cup 


@ DIRECT MAIL material of Cat- 
erpillar Tractor Company, Peoria, IIl., 
received the President’s Cup awarded 
by L. Rohe Walter, president, Direct 
Mail Advertising Association, at the 
convention held last month at Atlan- 
tic City. The trophy was given for 
“The Most Outstanding Manufactur- 
er’s Direct Mail Campaign of Jobber, 
Dealer, Consumer Promotion.” 

Acceptance was made by Paul C. 
Smith, Caterpillar’s assistant advertis- 
ing manager, who is in charge of di- 
rect mail production for the company. 
In the picture above, which shows 
the supervisors preparing the cam- 
paign for submission to the associa- 
tion are, left to right, the following 
supervisors and Mr Smith: 

B. E. Brubaker, engine advertising; 
Joe Serkowich, export; W. C. Kraus, 
production; Mr. Smith; Perry Johns, 
agriculture; Robert B. Terhune, in- 
dustrial and general; and Lyle Hosler, 
dealer coéperation. 


Serving the department in the pro- 


formed at all times of the progress of 
their orders. 

Now is also a time when industrial 
advertising should undertake to as- 
semble more detailed and authoritative 
about the 
chanics of industrial buying—the per- 


information actual me- 
sonnel and processes involved in get- 
ting orders from buyers to sellers. This 
project has been under consideration 
by the NIAA for several years, and 
within the membership of the associa- 
tion there are ample facilities for ob- 
would take 


taining the data which 


much of the uncertainty out of our 


duction of the winning campaign were 
the following: 

Artists: Associated Artists, Peoria, 
Ill.; Ralph Becker and Elmer Jacobs, 
Chicago. 

Engravers: Collins, Miller & Hutch- 
ings, Inc., Manz Corporation, and Na- 
tional Engraving Company, Chicago. 

Printers: American Colortype Com 
pany, Blakely Printing Company, Chi 
cago; Edw. Hine Printing Company, 
Neely 
Printing Company, Poole Bros., Inc., 
Toby Rubovits, Inc., Chicago; E. F. 
Schmidt, Co., Miwaukee, Wis.; Tower 
Press, Inc., Chicago. 


Peoria; Manz Corporation, 


Typographers: J. M. Bundscho, Inc., 
Chicago. 

Paper: Beckett Paper Company, 
Hamilton, O.; Chicago Paper Co., Chi- 
cago; S. D. Warren Co., Boston. 

The campaign consisted of direct 
mail literature covering the Cater 
pillar products—track-type tractors, 


Ls, 


Diesel engines and Diesel electric se 
and road machinery. 


knowledge of industrial buying meth 
ods and processes. This is a project 
which might well be given impetus 
now because of its importance in plan 
ning just how best we may serve the 
pressing needs of industrial buyers 
Most forward-looking industries 
will see in the present situation a m¢ 
of using industrial advertising to great 
advantage in maintaining satisfactory 
customer relations for the present and 
building potential customers for 
Those who do not, and 0 
become so preoccupied with the 
(Continued on Page 89) 


future. 
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pon page always features the front inside cover of “Chance Tips and has been found of measurable value in creating good will and friendship for the compan 
ves and representatives in the field. Considerable space is devoted in each issue to illustrating unusual jobs and showing application of the company's products o| 
Valuable sales leads have been traced to the house organ on a number of occasions. The publication is printed in the company's own print shop about every 45 day 


Usefulness A Keystone of A. B. Chance 
House Organ and Catalogs 


Advertiser wins two First Awards in Limited Appro- 











priation Division in NIAA members’ panel competition 
@ WHEN the A. B. Chance Com- By H. A. HOUSTON endar and novelty companies, and al- 
pany, manufacturer of pole line con- Advertising Manager, A. B. Chance though it had been reasonably success- 
struction equipment, purchased the Company, Centralia, Mo. ful considering its limitations, there 
Tips Tool Company, maker of hot line was inadequate space for the presenta- 
maintenance tools, a kindred line, the tion of all the information needed to 
advertising department was confronted Fhe iad werenen* and prospects - promote both the old and this new 
with the problem of promoting an the ae mailing lise “ oe line. Therefore the house organ idea 
entirely new and unfamiliar group of companies, contractors, REA — seemed to be the answer, because by 
products. etc., were also prospects and users of its use space would be available for 
Investigation revealed that here was hot line tools. Mailing lists of both details regarding new methods and ' 
1 nical Sadentrw cell te ten companies, which had been developed new products, as well as to promote | 
ney as far as nation-wide knowl- over a period of years by carefully the sale of many regular items. | 
ed ind use of the equipment was checking salesmen’s reports, inquiries, In planning the house organ which 
concerned. And although a manual returned mail, etc., were checked one resulted, the idea was kept in mind | 


° 791 » > r S110 ions. . 
showing the ways and means for doing against the other for duplications that a house organ to compete with 


Additions and eliminations were made 


hot line maintenance had been widely other magazines and direct mail litera- 


d buted, new tools and methods and the lists _— combined in the ture must be attractive, interesting, 
Addressograph files; each list was and informative. The name “‘Chance 


¥ being developed every day and 
tabbed separately as a list of telephone Tips” 


eed for some means of keeping seemed “a natural” since the 
companies. Incidentally, each salesman 


rospective trade informed about reputations of both the A. B. Chance 


tl new developments and the pos Caseses & complete copy 0! the list of Company and the Tips Tool Company 
sibilities of the old became apparent. — = his srmasaat de constantly had been well established. “Chance 
Because of a limited appropriation and checks - and sends revisions in to the Tips on Line Construction and Mainte- 
the amount of missionary work re- home ofhice. nance” became the complete title. And 
qi | the job seemed to be one for Previously, the A. B. Chance Com- to conform to this title considerable 
direct mail. pany direct mail had consisted of a space is devoted in each issue to ways 

Many of the regular construction small folder of the type issued by cal- and means of doing pole line construc- 
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tion as well as hot line maintenance. 

The cover design usually consists of 
a large photographic illustration re- 
lated to one of the articles inside and 
always the same hand lettered title to 
make the magazine distinctive and 
easily recognizable. The cover stock 
selected is a duplex enamel and a 
different color is used on each issue. 
This is printed in a different color 
each time and the appearance of a two 
color job results. 

Inside the front cover is a full page 
of cartoons presenting the personality 
ind accomplishments ot either one ot 
the salesmen or an executive of the 
company. This page not only provides 
the human interest element but con 
tributes greatly to the friendly rela- 
tionship between the salesmen and the 
men they call on. It has helped also 
to keep the salesmen interested in this 
publication and consequently helpful 
in making it possible. 

The articles on the following four 
pages, printed in two colors, usually 
come from the field and, as a rule, the 
necessary information and pictures are 
submitted by salesmen, demonstrators, 
or customers. Some of the salesmen 
are equipped with cameras and are on 
the lookout for interesting stories and 
helpful hints on line construction and 
maintenance. Their interest in such 
reporting is stimulated to some extent 
by small bonuses for information and 
pictures submitted. These articles usu- 
ally tell how A. B. Chance Company 
products are saving money, time, etc., 
for our customers. Each issue has, 
whenever possible, articles pertaining 
to both line construction and hot line 
maintenance, in order to interest all 
readers on the lists used, as the prep- 
aration of individual pieces for, say, 
the list of telephone companies or any 
other part of the list would greatly 
increase Our Costs 

On the page opposite the inside back 
is a cartoon of industrial facts by 
Topps obtained from the National 
Manufacturers Association. This is 
used because extra copies of each issue 
are printed for distribution to all em- 
ploy es and because the facts presented 
ire usually of interest to men con- 
nected with public utilities 

The inside back carries a full-page 
reproduction of a business paper ad- 
vertisement. The back bears the com- 
pany trade mark and a complete list 


of products 
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OM LINE CONSTRUCTION AND MAINTENANCE 


Typical cover of “Chance Tips’ which won 
First Award in the limited appropriations 
division of the NIAA competition for house 
organs. Printed on duplex enamel, each 
issue has the effect of a two-color job 


All layouts, copy, photographs, and 
sketches are prepared by our advertis- 
ing department and all printing is done 
in the A. B. Chance Company plant. 
For the sake of economy, cuts taken 
from catalog forms are used whenever 
possible. 

“Chance Tips” is mailed every forty- 
five or sixty days depending on the 
material available and the time re- 
quired to prepare it. Copies are mailed 
to be received near the middle of the 
week. A return postage guarantee on 
the envelope helps to keep the mailing 
list in order. 

Because of our particular sales set- 
up, definite results have been hard to 
trace but many unsolicited letters from 
readers expressing their interest in the 
publication and asking for binders for 
filing their copies indicates that 
“Chance Tips” is doing the job for 
which it was designed. Salesmen report 
favorable reaction to the cartoon page 
and seem to feel that it not only adds 
human interest to the magazine but 
helps them in making successful calls. 
And the fact that, in one case at least, 
an advanced hot line splicing story re- 
sulted in a number of orders even 
before salesmen had samples of the 
product advertised, is reassuring. 

About the only measureable results 
have been the response to a catalog ad. 
This ad was reproduced just as it ap- 
peared in two leading business papers 
but it was accompanied by a short 


article which explained the outstanding 


features of the catalog. Although th: 
ad in “Chance Tips’ ran about tw: 
weeks later than in the business publi 
cations, coupon returns from it wer 
more than triple the returns from an) 
one magazine. There are many facto: 
to be considered however which would 
indicate that this is no reflection on th 
magazines. The point is that “Chance 
Tips” is also on the job and perhaps 
really deserved the First Award which 
it received at the NIAA Conference 
for house organs in the limited 
division. 

Prize Winning Catalog 

The catalog mentioned here also 
shared in the honors as a part of the 
A. B. Chance Company catalog litera 
ture which received another First 
Award (limited division) at the NIAA 
meeting in Detroit. 

This catalog literature resulted from 
the need for a complete new catalog 
of the Tips Tool line of hot line 
maintenance equipment, and a means 
of combining it for certain customers 
with the A. B. Chance Company line 
of construction equipment. Telephone 
companies had little or no need for the 
catalog of hot line tools but they did 
need the construction equipment book. 
Other customers needed both catalogs 
under separate covers for those inter- 
ested in the different types of equip- 
ment. Jobbers and distributors wanted 
a combined catalog showing all equip- 
ment. The “Swing-O-Ring” type ot 
binder was selected for all three books 
so all sheets could be punched the 
same, and new sheets could be added, 
as new products were developed, and 
used in either of the three catalogs 
These were produced for us by the 
National Cover & Mfg. Co., Inc., 5¢ 
Louis. 

Because so many hot line tool pros 
pects were unfamiliar with the re- 
quirements for various maintenance 
jobs, the new Tips Tool catalog had 
to be a complete, comprehensive, and 
easy to use guide to the use and selec 
tion of this equipment. It was broken 
down into sections and each section 
was indexed with celluloid tabbed 
dex sheets. The first section tabbed 
“Index & Prices” contains a compicte 
product index, a numerically ar 


index of catalog numbers, and 
plete price information on all pro 
These sheets are printed on 
tinted eye-ease bond. 


Because of the transfer of th 
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Company the first few pages of the 





[ool Company to the A 





next or ““Maintenance-Hot Line Tools” 

sections, were devoted to the company, 

he personnel, and the methods of 

manufacture in order to show that 

ew source of supply was an im- 

pre nent over the old one. Methods 

ting are shown and described in 

let and the tool demonstration 

s explained. 

wing this are sey eral pages COV- 

he care of tools, safety sugges- 

ind the selection of tools for 

jobs. Diagrams showing the 

Cox » use and how to use them on 

t the most prevalent types of 

§ are accompanied by com 

criptions of the methods of 

and a list of the tools used 

to find them in the catalog 

he balance of this section is 

to the cataloging of all hot 

ntenance tools with photo- 

here necessary to show how 
sed. 

sections of the book are 


1 similar manner. The cover 


ght orange imitation leather 
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stock printed in black and embossed. 

To make the catalog of construction 
equipment conform to the hot line tool 
catalog it was revised slightly and re- 
book are 


printed. Throughout this 


sketches showing the methods for 
using this less complicated equipment. 
The sections are separated by the same 
type of celluloid tabbed indexes and 
the cover is of the same bright orange 
stock with a different design printed 


in black. 

The master catalog for use by job- 
bers, distributors, etc., is a combina- 
tion of the two books, in a larger and 
stiffer binder of the same color but 
different design. On the cover is a 
list of the products cataloged and, like 
the other two books, the company 
name and type of catalog is embossed 


and printed on the backbone. 


Another small catalog was prepared 
for REA projects and the municipals 
or power companies concerned with 
rural line construction and mainte- 
nance. This contains only the items 
used on rural lines and eliminates the 
necessity for delving into thick vol- 


umes to find the material they can 
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re the three A. B. Chance Company catalogs which won First Award for the best catalogs exhibited in the limited appropriation division of the NIAA competition 
ster catalog is made up from the other two specialized catalogs. Large illustrations, clearly showing details of the products and their applications, feature the book 


use. This catalog, being an inexpensive 
one, was mailed to a complete list of 
REA contractors, project superinten- 
dents, etc. (¢ opies were sent to munici- 
pals and power companies on request 
and were distributed by salesmen. 

No special effort has been made to 
distribute the revised construction 
equipment catalog because the pre- 
ceeding issue was very similar and had 
been well distributed throughout the 
trade. The Tips Tool catalog, how 
ever, needed thorough distribution be- 


box »k 


obsolete items and did not show the 


cause the old contained many 
many new items that had been added 
to the line. To get this distribution, 
full page ads were used in the two 
major business papers serving the field 
and a two-thirds page ad in a regional 
These ads designed to 


pa pe r. were 


appeal only to those actually con- 
cerned with the selection and use of 
hot line maintenance equipment. The 
coupons were keyed to check the re- 
sponse from the various publications. 

After the ads appeared in the pub- 


keyed 


(Continued on Page 95) 


lications, a reproduction was 
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yeneral Electric Company never fails to attract a crowd to its exhibits when it includes its “House of Magic" show which it did at the National Metal Exposition at ¢ 
ust month. Its exhibit also included displays of x-ray, arc welding, and industrial heating equipment. At the right is a general view of the Republic Stee! Corp 
tractive exhibit, showing the armored army scout car and display of a large variety of aircraft items. Republic's exhibit was built by Bushman-Moore, Inc. C 


















Exhibit Technique at Seen at the 
National Met Show 





Animation and demonstrations, preparedness work and 
election feature displays at largest Metal Exposition 


@ THE GREATEST array of ex- 
hibits ever offered at a National Metal 
Congress & Exposition was exposed to 
the 35,000 who attended the twenty- 
second annual meeting in Cleveland, 
Oct. 21-25. 
available space in the Cleveland Pub- 


Every square foot of 


lic Auditorium lower floor and the 
enormous connecting Lakeside Exhi- 
bition Hall was utilized. This year, 
103,000 


335 exhibitors occupied 


square feet of space, not counting aisle 
areas, compared with 276 exhibi- 
tors occupying approximately 90,000 
square feet last year in Chicago. 

As was to be expected, the national 
defense program was strongly injected 
into the showing, marking the great 
est single departure trom previous ex 
positions. The presentation from that 
standpoint, however, was one of dig 
nity rather than fanfare. Accumu- 
lated impressions brought out the tre- 
mendous part of industry in arming 
America for defense, although individ- 
ual companies only offered a sugges 
tion of what they were doing in a 
military way. 

Blue and gold were the general show 





colors and beneath the decorations 
rested diversified exhibits of varied ap- 
peal. While white, ivory, and grey 
were extensively used for backgrounds, 
the array of colors ran the gauntlet of 
reds and blues to velvet backgrounds 
of black. As a whole, the show was 
probably more colorful than ever be- 
fore. It’s theme was “New Aids to 
Production.” 

The trend to animation was likewise 
carried a step further. At least ninety 
per cent of the displays included mov- 
ing objects, flashing signs, or operating 
machinery. Noise, however, was re- 
duced to a minimum and a restful at- 
mosphere was injected into a majority 
of the exhibits through rich carpeting 
and overstuffed chairs or lounges. 
Metal furniture harmonized with the 
nature of the show. 

All exhibits received a good measure 
of attention but the power of show- 
manship was manifested here and there 
by the consistently large throngs. One 
of the first stand-out exhibits to be 
seen upon entering the Public Audi- 
torium’s exposition floor was that of 
the United States Steel Corporation. 





This display was decidedly modern and 
designed to attract attention from all 
directions. It was laid out in the form 
of a wheel, each spoke of which car- 
ried the name of the company; the 
hub of the wheel, of course, marking 
the center of attraction. 

On one side of the hub was a dem- 
onstration of “hardness”; on the other 
side was a demonstration of “ma- 
chinability” — two desirable qualities 
offered in their special steels for spe- 
cial purposes. Demonstrations were 
accompanied by loud speaker explana- 
tions offered by the man in charge. 
Special booklets for the show, cover- 
ing “Hardness but with Toughness” 
and “‘Machinability Exhibit,” were dis- 
tributed to those interested. 

The demonstrations were not the 
only attraction at the U. S. Steel ex- 
hibit. The offering, in general, told 
a prestige story with the corporation 
ready to render counsel and service in 
all fields of steel use. ‘The World 
Moves Forward With Steel” was the 
slogan featured at the information 
booth. Spotted features included 4 
diorama-like inset display of the capi- 
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tol in Washington with an illuminated 
flag waving in silhouette and the fol- 
lowing tribute to defense manufac- 
turers: “To the manufacturers of 
America whose part in the national 
preparedness program presents entirely 
new problems in the selection and 
working of steels, we offer this ser- 
vice.” Other spot features included 
an operating model of an ingot strip- 
ping mill, an information literature 
booth, and various product exhibits. 
White and pastel shades were employed 
for body background with shades of 
brown for the lettering. 

Another attraction which smartly 
combined display with salesmanship, 
was that of the American Foundry 
Equipment Company. For attraction, 
this company depended mainly on the 
noise and movement of actual produc- 
tion operations. Products of various 
kinds were run continuously through 
its airless abrasive blasting machines 
while data regarding the orders going 
through was tabulated on blackboards. 
These data included customer name, 
type of materia’, supplier, weight of 
load, and cleaning time. As a direct 
piece of selling strategy, company rep- 
resentatives included the products of 
prospective users to offer them a work- 
ing demonstration. Loading and re- 
loading attracted considerable atten- 
tion. Samples of cleaned and un- 
cleaned surfaces were passed out. 

One of the outstanding exhibits in 
the Lakeside Exhibition Hall was that 
of the Revere Copper & Brass Inc. 
This company not only used a strik- 
ing blending of color and product 
brilliance to attract attention, but 
also offered military pieces which drew 
the eyes of the crowd. These included 
a large torpedo head shell, forty-two 
inches high, resting on a circular disc 


trom which the product is spun; a 
C1 section of a 75-mm. shell; and 
in army field kitchen cooking range. 
Other striking domestic products were 
Inc ied. 


might be expected, the presi- 


dential election had its influence on 
the show. The magazine Steel, using 
Special voting booths made by the 
Berger Manufacturing Division of Re- 
Public Steel Corporation, took an ac- 
tua! poll of exposition visitors, over 
“ighty per cent of which went for 
Willkie. Others employed novelty at- 
tractions with the Republican-Demo- 
frat contest for material. The Sterling 
Grinding Wheel Company had a model 
‘tage with a miniature elephant and 


donkey boxing while proponents of 
the two cheered from the sidelines. 
The Park Chemical Company had 
Roosevelt and Willkie characters mov- 
ing back and forth putting their hats 
in the ring. 

The Allegheny Ludlum Steel Cor- 
poration employed a_ near-life-size 
drum majorette in action on a pedes- 
tal as an attraction center piece. This 
figure went through all the natural 
drum major movements and, with her 
bright red and silver costume, com- 
manded attention. Products of steel 
were offered in a large inset display 
behind the majorette while the slogan, 
“Allegheny Ludlum Leads the Parade” 
tied in with the figure. Other prod- 
ucts and samples of various Allegheny 
steels were presented on either side. 

One of the most striking exhibits 
of the entire show, and one in which 
all pieces were cleverly tied to a cen- 
tral theme, was that of the Lindberg 
Engineering Company. The theme 
was “Lindberg Makes News” and the 
symbol used was news tape. All boxed- 
in post columns were wrapped with 
the tape while the top front of the 
exhibit was headed “Lindberg Fur- 
naces—Headlines of 1940.” Beneath 
this was a long screen on which latest 
news from Transradio service was 
flashed. A news teletype machine in 
the front received the news while a 
stenographer typed off this news as it 
came in. From her machine the mes- 
sages were relayed to a hidden machine 
within the exhibit. The latter ma- 
chine was equipped with cellophane 


In a quick swing through the exhibits at the 
Metal Show at Cleveland last month we see 
the Revere Copper and Brass, Inc., exhibit 
which exemplified the services performed 
by the company's Technical Advisors as 
publicized in its business paper advertising. 
It was designed by W. Weir Henry, assis- 
tant sales manager, and built by Jenter 
Exhibits & Displays Company, Ridgefielc, 
N. J... . The Lindberg Engineering Com 
pany exhibit featured its latest product de- 
velopments in a news atmosphere with pro- 
jection of news flashes on a screen. The 
U. S. Steel exhibit commanded major atten- 
tion with two demonstrations featuring ma- 
chinability and hardness of featured steels. 
The exhibit was designed by M. L. Neison, 
manager of exhibits, and built by Gardner 
Displays, Inc., Pittsburgh. . . . The American 
Rolling Mill Company exhibit combining 
sound and natural color slide views of mill 
operations and product application, was 
designed by Craig Bollman, Armco direc- 
tor. The center portion was executed by 
Gardner Display, Inc., and the side displays 
by Codperative Displays, Cleveland. ... The 
magazine "Steel" created a lot of interest 
with its poll on the presidential candidates. 

. The Ohio Crankshaft Company had 
five of its new Junior machines in opera- 
tion in the localized surface hardening of 
crankshafts and other automotive parts 
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A little human interest injected into the Aluminum Company 
bf America's exhibit at the Metal Show which included a 
ully-rigged, all-aluminum sailboat weighing about 300 pounds 
































film, a projector, and a system of 
mirrors which conveyed the moving 
message to the long news screen. 
Even the company’s displayed prod- 
ucts—tempering and hardening fur- 
naces—were treated in the news tape 
idea. This was done by mounting 
miniature signs W hich told the story 
of the units in moving messages. The 
Lindberg display was situated on a 
main thoroughfare to catch every ex 
position visitor, 

The large and striking exhibit of 
the Republic Steel Corporation gave 
strong attention to the National Pre- 
paredness Program and drew great 
throngs. Center of this rich exhibit 
was a round turret-like house covered 
with illuminated pictures and adver- 
tisemtents. Directly above was a Stin- 
son airplane painted in brilliant red. 
Halt of the big exhibit was given over 
to military products to carry out the 
theme—"Steel—First Line of De- 


tense.” 


mm 


*'_ how 


Included in the preparedness area 
was an Army scout car built by the 
White Motor Company and com- 
pletely covered with armor plate steel 
furnished by Republic. A sign on the 
side read, “Republic Steel Is America’s 
Largest Producer of Light Armor 
Plate.” Airplane motors, propellers, 
and other pieces emphasized the exten- 
sive use of Republic aircraft steels. 
The other half of the Republic display 
was devoted to regular domestic and 
industrial uses of steel. 

Red, white, and blue were pleasingly 
blended in the Republic exhibit, using 
white as the background. Silhouetted 
block letters spelled out the company 
name on the front and around the 
turret center. Mounted seals featuring 
the Republic Steel eagle motif bore 
the words, “Republic Steel—Defense 
for America.” A revolving figure of 
Aladdin at the front of the exhibit 
carried the message, “Aladdin Has His 
Lamp—Industry Has Enduro Stainless 
Steel.” 
Republic were identified with their 


products in the exhibit. 


Divisions and subsidiaries of 


The Bethlehem Steel Company ex- 
hibit took the form of a giant I-beam 
section which tied in with the com- 
pany’s trade mark. On the front end 
of the I was a working model of a 
twenty-five-ton basic electric furnace. 
As the various steps in the making of 
steel were demonstrated, an announcer 
explained them over a loud speaker 
system. At the same time plaques 
mounted on the surrounding shelf 
lighted up, one by one, to describe the 
operations in print. 

At the other end of the I were two 
operating machines making wire rope. 
One was a miniature strander making 
seven wire strand from Bethanized 
wire .011 inch in diameter. The other 
was a miniature closer making 3/32 


in. diameter, 6x7 Bethanized wire rope. 


Its equipment in actual production featured the American Foundry Equipment Company's exhibit at the Metal Show last month. 
unloading attracted plenty of attention. Prominent signs at each machine explained the operations. The exhibit was built by Serge Rivard Advertising Displays Soe 
Ind. At the right is a view of one part of the Bethlehem Steel Company exhibit, showing the operating model of a twenty-five-ton electric furnace which was 
Note microphone at left and plaques on the counter, each of which flashed a message in turn to explain operations. Gardner Displays, Inc., Pittsburgh built *% 
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Columns around the Bethlehem ex 


hibit were boxed to display illuminated 


transparancies of steel-making proc 
esses and steel products. The back 


ground was in grey, letters in blue, 


and carpeting in midnight blue. 

An exhibit which used novel fig 
ures to attract attention and convey 
product qualities was that of the Inde 


pendent Pneumatic Tool Company, 


manufacturer of “Thor” portable ele« 
tric and rotary air tools. This com 
pany used four moving figures in a 
lighted cut-out section in the main 
panel with striking success. Each fig 
ure had a head made from a salad 
bowl, nose made from a cork, buttons 
for eyes, felt for hair, and leather for 
mouth. One figure would bend ove: 
and look through a microscope at one 
of the company’s smallest model elec 
tric drills under which a card read, 
“Small in Size.” A _ second figure 
raised and lowered one of the drills in 
its hand, indicating that it was “Easy 
to Handle.” The third figure was 
weighing one of the drills on a balance 
scale, thus illustrating “Light in 
Weight.” The fourth figure pounded 
a drill with a hammer, to emphasize 
that it was “Sturdy and Durable.” 
Thus the figures not only attracted 
attention but demonstrated the quali- 
ties of the drill—smallest of its kind 
made. On panels, center shelf, and 
tables were displayed the other units 
of the company’s general line. On 
either side of the front entrance were 
work tables at which the various tools 
could be operated by the visitors. 

One of the most unique displays of 
the show was offered by the American 
Rolling Mill Company. Not only did 
this exhibit gain maximum attention 
but it was tied up with a practical 
selling program. 

The Armco exhibit featured color 
slide pictures simultaneously on two 







%: : 
/ FURNACE 


" 


- 


Sens, 


The noise and action of lcs? 

























eny L 
atic 7 

















. of oad 
lays Sou 
as aeme 
built ‘ 





screens, which simulated lenses of a 
pair of binoculars. In the left lens 
appeared pictures of plant operations; 
in the right lens came pictures of fin- 
ished products from Armco Steels. An 
arrow pointing to the left lens stated, 
“Manufacturers of Fine Steel,” while 
another arrow pointing to the right 
lens continued the message, ‘For Fine 
Products.” With the picture changes 
coming simultaneously, the plant and 
product views were decidedly effec- 
tive. To produce these pictures, two 
rear projectors were employed behind 
and below the screens. They used 2x2- 
in. Kodachrome slides in chain series. 
The pictures were boosted in size and 
thrown on the screen by a series of 
ground glass mirrors. 

A second part of the exhibit was an 
island unit in the foreground facing 
the binocular screens. Here were many 
earphones which visitors could pick up 
and listen to a record player in the 
case below transmitting the story of 
Armco operations and products of 
Armco steel, closely synchronized with 
the film showings, thus offering a 
complete educational show. 

One purpose of the earphones was 
to silence operations so that company 


r 


representatives could carry on conver- 


sation with prospective customers. 
Atter people had been attracted to the 
scene through curiosity and natural 
interest, they were asked to fill out 
cards which entitled them to a chance 
on a free set of tableware. This card 
provided lines for their company and 
Position as well as name, thus furnish- 
ing valuable prospect information. If 
they were likely prospects for Armco 
stec|, the attendant took them back to 
a es of inset panel displays and 
shelf offerings where products made 





from Armco steel could be inspected. 
It was even possible to steer the pros- 
pects to their chosen field of opera- 
tion. Through such a merchandising 
set-up the company got some 5,000 
cards filled in during the show and 
talked to a large percentage of them 
on an intelligent basis. 

General Electric Company attracted 
its share of attention at the Metal 
Show by employing its well-known 
“House of Magic” technique together 
with an extensive welding display and 
demonstration, and an x-ray section. 

Westinghouse likewise drew good 
crowds, featuring a lengthy display of 
and hardening operations 
Two stream- 


welding 
along with products. 
lined welding demonstration booths of 
cab-like appearance, in red and cream, 
lent style to the operations. 

Jones & Laughlin Steel Corporation 
used a 4x5-foot direct color photo- 
graph of its Pittsburgh plant as an 
alluring mural centerpiece. The pic- 
ture, titled “Steel at Dawn,” was 
framed in velvet. Other enlarged di- 
rect color shots portrayed plant opera- 
tions in logical sequence. 

The Aluminum Company of Amer- 
ica took extensive space at the show. 
The two features of its exhibit were a 
well-enclosed movie theatre where two 
films, “Mine to Metal” and ‘“‘Fabri- 
cating Aluminum,” were shown; and 
a work bench section where brazing 
demonstrations were given. Among 
product attractions was a 275-pound 
aluminum sailboat. Exhibit back- 
ground colors were blue and white 
with trim and lettering in orange. 

The Norton Company again had a 
striking Metal Show exhibit utilizing 
the endless belt method of showing an 
extensive product line. The products 
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life-size mechanical majorette, brightly garbed, was the attraction center of the Allegheny Ludlum Steel Corporation's exhibit at the Metal Shew, signifying ¢ 
eny Ludlum “leads the parade.” The exhibit was built by the Display Studios, Inc., Pittsburgh. Four moving figures featured the exhibit at the right of the Independ 


stic Tool Company. Each served to emphasize a sales feature of the company's portable electric tools. The exhibit was built by Hartwig Display Studios, Milwaul 


glided across a large cut-out section 
of a display house covered entirely 
with Norton abrasive material. The 
different abrasive wheels and pieces 
were set up in groups on the belt 
along with a glass background piece 
which was lettered with the name of 
the product. The display house had a 
revolving abrasive wheel above to at- 
tract attention and two larger wheels 
on either side below. All exterior 
surfaces were covered with abrasive 
materials. 

The Ohio Crankshaft Company 
used the Metal Show to promote its 
new Tocco MG 


hardening machines in actual produc- 


10 Junior surface 
tion operation. Seven machines were 
shown, of which six were operating on 
different products. The Tocca dis- 
play was designed to give plenty of 
room around each unit for convenient 
demonstration. The company name 
was emblazoned in red and blue. 

The American Gas Association 
again commanded a large section at 
the show with gas equipment manu- 
facturers tying in. 

A noticeable increase in welding 
equipment and demonstration exhibits 
was observed at the 1940 exposition. 
A large number of welding booths 
were set up with stained glass windows 
through which the operations might 
be observed. The displays reflected 
the steady growth of welding and its 
importance in the fabrication of 
metals. Despite the many welding 
demonstrations, there was very little 
flash or glare because of controlled 
conditions. Show lighting, generally, 
was easy on the eyes and well directed 
to bring out the best in the displays. 

The show provided a splendid op- 


portunity to observe display technic. 
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By JOHN W. ANDERSON, JR. 


Industrial Sales Promotion Counsel, Philadelphia 





Plan Follow-up to Make Sales 
Leads Pay Out 


Having the answers ready is vitally important to 
getting the utmost out of inquiries from advertising 


@ OF ALI 
ment in industrial advertising, follow- 
ing each lead to its conclusion prob- 
ably offers the greatest opportunity for 
profitable dollars and cents benefit. 
Much of the business lost can be traced 
to improper handling of sales leads, 


the plans for improve- 


such as: 

1. Loss of time in contacting pros- 
pect following receipt of inquiry. 

2. Furnishing unwanted or incom- 
plete information. 

3. Depending on dealer or distribu- 
tor to follow-up when such representa- 
tives are not equipped to act promptly. 

To pay dividends on profitable re- 
turns, a sales lead must have prompt 
handling from the very beginning. 
Furthermore, the leads should be ac- 
tively codrdinated with all phases of 
the situation: to tie in the territory, 
the personal sales contact, and the 
proper sales promotional literature for 
paving the way toward the final clos- 
ing. 

Too many industrial advertising 
men, being technical at heart, do not 
realize that their prospects are more 
interested in the performance of the 
equipment in question than they are 
about the exacting specifications of 
the many details involved in manu- 
facture of the equipment itself. “What 
will this machine do for me better 
than the others, or the one I now 
have?”—is still the first question in 
most prospects’ minds. “How well is 
it made, and how long will it per- 
form?” usually follows as secondary. 


Business paper advertisements fre- 


22 


quently answer the first question to 
the prospect’s satisfaction, but the fol- 
low-up material too often assumes that 
a busy prospect will remember these 
important points for a week or more. 
This is often a fatal oversight, and 
one of the strongest reasons for the 
policy of reminding the prospect of 
the owner benefits of the products 
concerned by enclosing a reprint of 
the original advertisement with the 
first follow-up. 


Anticipating Inquiries 

Probably the most effective publi- 
cation advertising is that which has 
been definitely pointed toward a single 
objective such as a request for a cata- 
log, a price list, a quotation, or de- 
tailed technical information controlled 
through the use of data sheets or ques- 
tionnarres. 

Having the answers ready is also 
vitally important in all operations of 
following a lead to get the most in 
return orders or profitable reactions. 
This phase can be covered by letters, 
folders, booklets, catalogs, data sheets, 
and other forms of detailed informa- 
prospect 
In this 
way, the prospect will have all of the 


tion which will give the 
clean-cut facts to work on. 


information in the most acceptable 
form, and when the time arrives for a 
sales representative to contact him, the 
prospect has been pointed definitely in 
the right direction for the closing of 


the sale. 


Prompt Replies Pay Profits 


When the prospect receives a com- 
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prehensive reply to his inquiry while 
the matter is fresh in his mind, half 
the battle for the order is over. 

Along with timeliness in the writ 
ten or printed reply to inquiries, it is 
pertinent to have all salesmen make a 
detailed report on their follow-up con- 
tacts so the advertising department as 
well as the sales department may bet- 
ter gauge the effectiveness of the space 
and the type of appeal being used. 

In those territories not readily cov 
ered by personal contact, the industrial 
follow-up borders on the “mail order” 
and should be handled accordingly . . . 
stressing complete and detailed infor 
mation, a direct request for the order, 
designed in such a way that it is easy 
for the prospect to take the first step 
toward closing the deal—if not the 
actual signing of the order, itself. 
business 


Recently, a_ well-known 


paper carried as editorial matter an 
illustrated story on a time saving tech 
nical device and offered to furnish 
complete information covering design 
and installation on request. 

Many interested readers wrote di- 
rectly to the editor. In turn, these 
inquiries were promptly forwarded to 
the manufacturer. 

The manufacturer, then, in cach 
case, wrote a letter of acknow! 
ment and description and sent < 
prehensive drawings, a complete « 
log covering the full line of this | 
ticular item, as well as other items 19 
his line, prices, an order form, 4 
venient data sheet, and a busines 
ply envelope. 
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The next step in this procedure was 

» put each inquiry on a follow-up 
chedule for ten days. If, at the ex- 
piration of that time, no responses 
were received, another follow-up let- 
ter went out which reviewed the situa- 
tion and stated further advantages and 
particularly those of benefit to the 
customer if he ordered immediately. 

This prompt and complete system 
of follow-up has already produced 
ample promise of a profitable return 
even though it is still too early to 
tabulate complete results. 

An analysis of a situation of this 
kind under normal conditions would 
develop that many such cases would 
result in direct orders. Some would 
remain pending for considerable time. 
Some would be discontinued alto- 
gether. However, in each case, the 
merit of following up the lead would 
depend entirely on the circumstances 
surrounding each case and its relative 
value to the manufacturer from a 
sales and credit standpoint. Those 
deemed worth while would be con- 
sistently, constructively, and system- 
atically followed up by mail for at 
least three and perhaps six months, or 
until some definite reaction is received 
from each good prospect. 


Planning for Results 
Each sales lead is, of course, a prob- 
lem in itself, but from years of ex- 
perience in this particular phase of 
sales promotion work where situations 
of this nature occur, it has been found 
that best results in making publica- 
tion space pay for itself have generally 
been obtained by: 
Planning and pointing your ad- 
vertising to produce specific inquiries 
f 


certain products or for detailed 
information concerning specific tech- 
nical engineering services. 

Having the answers ready in the 
torm of clean-cut, easily read, infor- 
mative sales letters, and literature— 
such as catalogs, leaflets and similar 


Answering all inquiries imme- 


dia —before competition gets in on 


the ground floor or your prospect gets 
cold to your proposition. 

Planning to follow-up each in- 
qury by mail in proportion to its 
worth to you—gauging them by credit 
rating, ability to use your products or 
service, and your ability to give com- 
plete satisfaction. 

importance of planning each 
stey sales promotion before hand 
Car be over emphasized. The whole 





Fayette R. Plumb, Inc., Philadelphia, materially boosts the sale of a few numbers in its line 
of tools by packaging them in an attractive carrying case for the holiday trade. Underneath 
the tray are handy compartments for nails, screws, etc. Styled after airplane luggage, the kit 
was designed and produced by Hinde & Dauch Paper Company. Retails at $1.98 


set-up should be designed to tie in 
the territory, the product, the service, 
and the customer or prospect in such 
a way that you can have most of the 
answers ready before the inquiries 
pile up. 

The handling of inquiries and plan- 
ning and organizing an effective in- 
dustrial direct mail sales promotion 
set-up is a job for an experienced man. 
The follow-up division must fuse it- 
self with the organization as a whole, 
augment the work of the advertising 
and sales departments, but not disturb 
either. Every industrial advertiser 
should have such a system, in which 
red tape delays are precluded by “hav- 
ing the answers ready.” 

To elaborate on “having the answers 
ready before-hand”— it is necessary to 
decide and plan for the actual results 
it is desirable to achieve. 

For the industrial manufacturer, 
this planning may fall in three funda- 
mental classes: 

1. To force catalog distribution. 

2. To develop controlled data in- 
quiries. 

3. To promote dealer cooperation 
and distribution. 

There are, of course, many varia- 
tions of these classifications, but for 
illustrative purposes, let us consider 
the first step by assuming that the 
catalog or other descriptive piece is 
really complete in itself. To be com- 
plete, it should first of all build pres- 
tige—this means that it should be ar- 


tistically and practically interesting to 
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those who will use it for technical in- 
formation as well as price data. Also, 
it should be designed with the idea of 
anticipating the question marks in the 
prospect’s mind; and lastly, it should 
contain convenient data blanks in one 
form or another through which def- 
inite information could be received 
from, and returned to, interested pros- 
pects. 

Thus, when business paper space 
offers such a booklet or similar ma- 
terial to those who have problems spe- 
cifically covered in easily assimilated 
form, interested readers are going to 
be carried one step closer to a sale 
whenever their requests are satisfied 
promptly and specifically. 

Step two is the development of con- 
trolled data inquiries, which is similar 
to step one except that a single bulle- 
tin and data questionnaire can usually 
replace the more elaborate catalog. 
The main purpose in this case is to get 
prospects to ask the question that you 
want them to ask, and for which you 
are prepared by “having the answers 
ready.” 

In following up the third class of 
inquiries, in which dealer or distribu- 
tor codperation is solicited, we arrive 
at a rather complicated situation in- 
volving considerable sales as well as 
promotional policy planning. How- 
ever, when a dealer or distributor in 
response to _ his receives 
promptly a complete set-up of terri- 
tory analysis, suggested sales quotas, 


request 


(Continued on Page 93) 
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By J. V. HUNT 


Motor and Generator Division 


Westinghouse Electric & Mfg. Company 


Indering the Catalog te Facilitate 


Purchasing 


Purchasing agents are inclined to favor companies 


whose catalogs are designed to make buying easy 


@ THERE IS a natural tendency for 
all of us to follow the lines of least 
resistance. Having had several years 
of experience in a purchasing depart- 
ment, the writer can witness that the 
buyer is no exception to this rule. In 
placing orders for miscellaneous fit- 
tings, we found ourselves inclined to 
give the business to the supplier who 
had his catalog well indexed so that 
we could find quickly the catalog 
number and price of the item desired. 

It might be easy to index an elec- 
tric motor and control price book so 
that it would get by with those who 
are fairly familiar with the technical 
terms and are daily working with this 
class of apparatus, but the problem is 
not so simple W hen the index is to be 
used by those W“ ho handle a widely 
different line of apparatus and ma 
terials and are not necessarily convers 
unt with electrical terms. For ex- 
ample, we may think of squirrel cage 
induction motors by several different 


names suc h as: 


Constant speed a-c-motor 
Induction motor 
Squirrel cage motor 
Polyphase a-c motor, etc. 

The simplest type of index should 
be on an alphabetical basis, but from 
the above example, it is clear that this 
would not do so well for an index on 
electrical apparatus. 


Since the type of motor to be pur- 
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chased is first governed by the char- 
acteristics of the electric power avail- 
able, the first step is to lay out our 
index classified as to a-c and d-c 
motor, etc. Then if we can make our 
index compact enough to include all 
of the motors of a given class in a 
double page spread, the buyer could 
see at a glance, without turning the 
page, reference to the class of motor 
desired. For example, Fig. 1 gives a 
reference to price sheets covering prac- 
tically every type of integral hp a-c 
motors ranging in size from one to 
200-hp. Likewise, Fig. 2 covers an 
index for a complete line of direct 
current motors. 

The layman may not be thoroughly 
familiar with motor applications, 
therefore, the index can be amplified to 
guide him in choosing the correct 
motor for the application. It will be 
observed in the illustrations that these 
indexes classify the motors to constant 
speed, adjustable speed, continuous 
duty, intermittent duty, and those for 
special service such as cranes, hoists, 
etc. 

After we have designed the index 
so that it is convenient for the busy 
purchasing agent or layman, the next 
step is to make the individual price 
sheets compact so that the price book 
is not too bulky and cumbersome to 
handle. Fig. 3 illustrates a single price 


page which covers polyphase induction 


motors ranging from one to 200-hp. 
of the various voltages, both ball and 
sleeve bearing types, from this single 
page more, than 1,000 motor ratings 
can be priced. 

When the electrical engineer speci- 
fies a motor and the purchasing agent 
is ready to buy, it is often desirable to 
check the detail features of design to 
determine the motor’s adaptability for 
the application. For this reason, price 
books should contain some concise <e- 
scriptive data on the popular types of 
equipment. It will be observed from 
Figs. 1 and 2 that the righthand col- 
umns give references to Descriptive 
Data contained in the price book 
where it is available for instant use. 


The engineers and the electrical su- 
perintendents who specify motors and 
purchasing agents who buy them 4s 
well as the general public will be ben« 
fitted by efforts to simplify the selec- 
tion of motor and control apparatus. 


Fig. I—This double page spread gives ef- 
erence to the full line of the various types 
of a-c motors one to 200 horsepower 


Fig. 2—A glance at this single page 9 v®s 
reference to a vast line of d-c motors both 
constant and adjustable speeds and those 
for special service conditions such as epp'' 
cations requiring open, partially enc 
or enclosed motors 


Fig. 3—Without turning the page, the buyer 
can check the price of every squirre! <*9° 
motor ranging from 360 rpm. up to °° 


rpm., from '/2 to 200 hp. 
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SQUIRREL CAGE POLYPHASE A-C. STANDARD GENERAL PURPOSE 
Induction Ball Bearings 


uction Motors with Sealed Sleeve and 


Constant Speed Normal Starting Torque 
APPLIC. oe medium starting torque such as pumps, fans, compressors with 


unloaders, blowers, an 
_ ARTING 








machine tools. 








ROU MOTOR DESCRIP 
ue IN TERMS OF CONSTRUCTION HORSE CYCLES | PRICE TIVE 
PULL LOAD | POWER List DATA 
TORQU 
- FS % and emailer Opes Mito % | 60, 50 and 25 Cy. | 200s a 
Gene) Purpose 175-230, | | 
“ec yclee | 3095 pe. i-3 | 
-_ 25 Cycles | 3116 pet 
3 40 Cycles S117 pg. 1-2 _ 
Oven Control | S405 pq. ta-12 108 
. ~ Spee “ = } suns 17-18 | 
3 Hp., 1730 Rpm A | 
Geners — | and smaller 30H | | 
Rormai T = 00-250", © Cycles 3708 3708 
Nermas) er ome | a a 
sad 13 Hp. 1150 Rom Drip- proof, Spiash-proot to 200 |} IS we 7 
al taat Clee leoo | = ~ ) a . 60 Cycles | 3525 be. 4 F. 85131 
| ‘ on a 
lew rh tng € wrest | Enclosed Non- Ventilated 20 0 and 25 Cycles | 3159 
Standard Tr: Enct 4 to 200 60 Cycles aus — S | 3108 
Fan cooled ani Exp -proof 25 Cycles 5116 pag. 2 3108 
Permissible for Gaseous Mines 1 to 50 60 Cycles Bsn | |. 
& peretng Open Quiet “Ts @ Cycles jiso | LC 3asi39 
—— Spero Open Teo, Three and Four Speed i vo © 60 ( ycles 5206 og 1 Sim 
Set T Stator aad 3 He 3325 s | 
Seeue, Datei Sete and larget 6 Cycire nso ™ 
Machine Standardized TTT) 
Woodworking Machinery 
Open with Drip-cover, Weather | Normal Thrust 
proot, Enclosed, Fan-cooled 60 Cycles biG! pg. 1-2 
™ High Thy 
Vertical Solid Shaft Weather prool I to 200 ate 3142 pe. 1-2 al 
Fan-Cooled and jah The " 
Expl -proot 60 Cycles 3142 pe. 3S 
im ws Normal Thrust jie 
- - Cycle 
a eather. proot 1 to 200 High Thrust } 314s 
Vertica! Hollow Sha 250 & larger 60 Cycles 3707 L20s2et 
it me 25 ¢ ye 5143-2 


CONSTANT SPEED—HIGH TORQUE LOW STARTING CURRENT SQUIRREL CAGE MOTORS 
APPLICATIONS—Requiring high torque such as heavy conveyors, plunger pumps or com- 
pressors starting under | load. 














| Open | 3t01s0 | 60 Cycles 3118 
| 200-250") = 
| Fan~<ooled and Expiosson -proot | jroo | 00 Cycles | S115 pe. 13-14 3108 
| | 3 
SPECIAL SERVICE—SQUIRREL-CAGE MOTORS 
Crane and Hi a ——- | | 
Torque tor Monorail Open and Enclosed 14 to 60 60 Cycles 3204 204 
Heute, Cranes, Door | 
Gpenctare, Bie | } | 
ise" Open 3 to 50 60 Cycles 3203 
Dewg? mo, Tee — 
CS— Elevator Open 2 to 50 60 and 25 Cycles | 3185 
cs | % to 10 60 Cycles 5170 
Laundry Wesber and Lroner| | | 
gs —— | | 
Od Wed Pum: High Drip- proof, Spiash- t, | | 
Laty-y'- 78% a | 81060 60 Cycles 3354 } 
see } 
| 
Ou Wet 
verque and —— " 228- 300° 60 60 Cycle | 583 | 
| 
Punch Press Fgh Shp Open sto 180 | 60 Cycles | 3260 pe. 1 | 
Tw i High Pe 300% 
Leads where Oy wheel Totally Enclosed, Fan-<cooled % 10 @0 Cycles 3160 pe. 2 | 
wed. Low P ar | 
. $ | Textile— Lint Free } 1 40 Cycles 3175 pe. 3-4 : 3178 
Teste and Loom =| 1 Loom— Totally Enclosed 60 Cycles 3175 pe. i 
cs Wi ——— =— — x . a 
High Torgee, Inter | 
Dey. © ad Weath oot c 50 Ibe ° 316! 
Openers, Twe and Tube aan ee + Torque a oe | 
_Moid Drives, Btc | 
* These pablscat ¢ Book but ¢ furnished on requ _ 
DIMENSI R OPEN, FAN-COOLED AND EXPLOSION-PROOF TYPE CS SQUIRREL CAGE MOTORS ARE 
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ELECTRICAL AND MECHANICAL MODIFICATIONS FOR GENERAL PURPOSE A-C. MOTORS 











NS—ro sPLasH 
ot Ss THB VaRIOUS Pacns © 4 F Diaiewsion SHEETS 3330. FOR OTHER TYPES 
NUMBER | PRICE LIS 





SIS pe. 4 | 


OF MOTORS THE DIMENSION SHEE 


3106 


1-200 HP. 3325 
1250 HP. AND 


ARGER 3701 


WOUND-ROTOR POLYPHASE A-C. INDUCTION MOTORS 
With Sealed Sleeve and Ball Bearings 
Constant or Adjustable Varying Speed—High Starting Torque Low Starting Current 


APPLICATIONS—Requiring smooth acceleration, governed by control, adjustable varying 
opecd. Frequent starting such as ne fons, blowers, pumps, conveyors, cranes, hoists, etc. 




















r DESC “RIP P 
TYPE OF MOTOR CONSTRUCTION | CYCLES [ vas | TIVE DATA 
ne he |) CK mae | “iat 
25 Cycles 
M4 to 200 | 
G | Purpose 40 Cycles 
ow see aaia low Speed 60 Cycles 3si3ee0-11 
— — 7 250 and larger | __G. Ind. Type, 60. C yclew | 
Mill Type, 60 Cy | 
: Open Quiet Tl %- o serraey 3825 | L. 208139 
nw Totally Enc Pan-cooied "3 100 | 60 Cycles 5515 pe. 7 
cw | 
Ou Well Opes with Protected Collector 50 to 500 66 and 50 Cycles 38380 3850 
Rotary and Cable Forced Ventilated Splash-proof | ntrol Included | 
Toe! Drilung | : 
‘cw Weatber- proof | @to 75 60 Cycles siee | 
Vert. Hollow Shaft | 
ate _ - ! 
25 « 3590 ps. 14 | 
Cl Crane and Hoist Open and Eaclosed ¢ to 200 Sas “lew re 5530 pe. 5 3530 
| 60 
; ee | (Special 15 rag "Ratings 5530 pg 7 Z 
AND OTHER MECHANICAL AND ELECTRICAL 


MODIFICATIONS—ENCLOSING COVERS, VERTICAL PART 


MODIFICATIONS FOR WOUND-ROTOR MOTORS REFER TO 
CW continuous rated be Rotor Motors —Various Pages. Dim = = see. 


DDIMENSIONS 
RATINGS 


Tyee Cl wtermuittent rated Wow 
Type Cl intern 


Constant Speed 
APPLIC. ATIONS—Requiring constant speed, hi high power factor, o or power . Jecter correc tion. 





tient 


nd-Rotor Motors—Vanous Pages. 
rated Wound-Rotor Motors—Rating Sh. hs 


CE LIST 3325. 


A-C. POLYPHASE SYNCHRONOUS MOTORS 








STARTING AND 





PULL our rOague Te comeryec- MOTOR 
$s TIO. HP. 

FU ib LOAD TORQUE | 

Sig. Tora. —Aveg. 100 
Pull Our Torq —Avg. 178% od Opeo Wo 20 
- | 200 t0 $000 

Open 
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Open | 20 and above 








A-C. SINGLE PHASE INTEGRAL HP. MOTORS 
With Sealed Sleeve and Bal! Bearings 


Constant Speed—High Torque 


APPLICATIONS—Compressers, pumps, door openers, farm machinery, ete. 
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PRICE 
CYCLES ust 
Cycles 3o2s L. 208377 
fications for 3038 B 21661 
High Speed Sye ._ Metore B. 2108 
L. 11808 
60 Cycles 3030 B 2164 
2108 
60 Cycles, 1 PF 2981 | 
60 Cycies, Pr 9083 L. 208331 
Modifications for 3085 B. 2164 
Low Speed Syn Motors 3900 B. 2108 
~ Field Rheostats for Syn ors 
Motors of Gen 
Syn. Motor Exciters | 3980 me 
CYCLES a PRICE DES 
List DATA 
| | 
60, 50 and 25 Cycles fore ViCUL nas 
S113 pg. 2 
| | 3113 
Pg 14 
. . 
| 
60 Cycies | sie? 
| 
| 








TYPE OF MOTOR | | | comstruc- E 
| ! TION 
CR—Repuision | 200 to 350% Opes $to? 
Rus | - - — —_-_—— 
CU Repulse — lnduc tice CR Only | 
For severe conditions of | Standard Ea- 
starting torque Pumps oun and abrasive par closed, Noo- 
Garages and Retrigereter Com- cles ventilated and . 
pressors, Parm machinery, Door B F « gasoline pumps. Pao <coled 
openers, @ye cleaning plants Iplosio0- 
exe proof 
Vertical H Shaft | Weather-proof 
Capacitor Start Induction | 
t These publications are not included im the P Book but #ill be furnuhed on request 





Convensent Price List 3109 cowers the popular A-C. and D-C. motors to 80 Hp 


Changed since previous issue 


Also Gearmotors, Motor 


Generators and Costro! 





GENERAL PURPOSE DIRECT-CURRENT MOTORS 


With Sealed Sleeve and Ball Bearings 


Constant Speed—Shunt-Wound 


{PPLICATIONS—Constant speed drives, such as machine tools, pumps, fans, conveyors, 


ine shafting, ete 


Vanable Speed —Compound-Wound 


APPLICATIONS—Drives requiring high starting torque, rapid acceleration, and wide load 
fluctuations, such as shakers, compressors, reciprocating pumps, mining machines and punch 


presses 


variable Speed—Series-Wound 


{PPLICATIONS—Continuously connected variable speed drives such as cranes, hoists and 
ther loads requiring very high starting and running torque, rapid acceleration and high 


return speed 
MOTOR TYPE CONSTRUCTION MOTOR HP. | 
nm a me to % | 
Ma Open 1 to 200 
Ss Opes “ reer 
« +4 Now Veatilated, Dust-proot 
= sed Standard Fan-<cooled, Dust-proot os 
Mad RH Faplosioe-proot Permissible $to 
Sg 
—s Weather Proof 3 to 200 


PRICE LIST DESCRIPTIVE DATA 
~ 2865 pe. 2 F-48533 
4004 pee 1-5 4004 
4125 pes. 5-6 L. 20882 
4005 pg. 1 4005 
4021 pgs. 1-2 | e021 L. 206521 
4007 | 


ADJUSTABLE SPEED—D-C. SHUNT-WOUND 


APPLICATIONS 
wheels, fans, blow ; 


= Open 
_ Open 
ms 


sed Fan-cooled, Dust-proot 


idjustable speed provided by field control. 
ete 


SPECIAL SERVICE D-C. MOTORS 


4 Frame, Open and Enclosed % to 25 
Mt REE car we 2 
ie ant Hole - = 
Split Frame, Enclosed ? 30 
$ rot Ld 
aatry Wass 
eer was Opes % 10 
Kant ¢ 
edb +. Drip-preot Protected, Self-ventilated 100 
_ sme, Totally Eaclosed, Water-proof a 
«4 NCO 
NS 004 Shovel +. Open, Sett-protected and Enclosed 5 to 200 
> ow 
Test, end Mace 
st Creag 
. Traverse. Ypen and Protected s 100 
' at 
ot 7 
Radeer Mag Open 50 to 250 
» 
~- ne 
qT « 350 Lbe 
nt Take Mog Totally Enclosed Torque 
Deer Operstors 
ype SK Motors Price List 4060 page 8 
" Si ks Dumension Sh 4008 
M « Motors Vastens Bogen et] —— 4076-4077 
° Sumension Sh. 4074 
TRICAL AND 4 


SK_Motors 
MC Mill Motors 


For machine tools, grinding 


4010 pes. 1-3 +004 
4125 pes. 5-6 | 
4012 pes. 1-2 4005 
_— i 
4036 Type SK | ae 
77 Type HE L.1008¢ 
“Type L. 1070" 
4078 Type CKI | 
4074 Type MC | ore 
3170 pg. 2 
| 
4040 pas 1-4 +m 
042 pgs. 1-2 4042 
4074 pas. 1-3 | «ore 
4034 
4004 pes. 1-7 B. 22141 
403s 
| 
3165 pe. 2 | 


Rating Sheets 4005 
Rating Sheets 4074 





1-200 HP. 
4060 Pages 1-9 


ICAL MODIFICATIONS FOR GENERAL PURPOSE D-C. MOTORS [ese and Larg- 


| er 4125 Pgs. 1-4 





LINESTART CLASS I, Normal Starting Torque, Low Starting Current 
60 CYCLES, 2 AND 3 PHASE—220, 440 AND 550 VOLTS 


TYPE CS SQUIRREL-CAGE MOTORS—Continued 
GENERAL PURPOSE, Normal Starting Torque, Normal Starting Current 


Constant Speed 
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By C. N. KIRCHNER 
Advertising Manager 


Independent Pneumatic Tool Company, Chicago 


Hou Merchandising GH Accessory 
Iucreased Major Product Sates 







Proving that it pays to help users of your equip- 
ment get the utmost in production out of old models 


- IN THI score of years since it 
introduced the first portable power 
screw driver, the Independent Pneu- 
matic Tool Company has developed a 
wide variety of accessories and attach- 
ments for its line of Thor pneumatic 
and electric screw driving machines. 
Each of these attachments was deve 
oped to solve some specific screw driv- 
ing problem—to speed operations and 
increase the efficiency of portable 
power screw driving. 

The biggest time-waster in power 
screw driving however, was not in the 
operation of the power tool itself, but 
in the hand operations preparatory to 
driving. That is, the time lost in 
picking up screws by hand and placing 
them in position to be driven was out 
of all proportion to the time it takes 
to do the actual driving. 

Many attempts have been made to 
eliminate this bottleneck, but no prac- 
tical solution was found until the re- 
cent development of a new device 
known as the Thor Pix-Up Finder 
and Adjusto-Tray which sorts, picks 
up, and holds the screw mechanically. 
So successful was this in helping to 
drive screws faster, that the company 
looked upon it as the most important 
advance in screw driving methods 
since the invention of the power screw 
driver itself. 

In addition, so simple in design and 
construction was the Thor Pix-Up 


Finder and Adjusto-Tray, that it 
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could be sold at an extremely low 
price. A price so low, in fact, that 
its sale as an individual product could 
never warrant any intensive sales ef- 
fort by the company, unless screw 
driving machines could be sold in con- 
junction with it. 

Any program which attempted to 
promote the new device alone could 
not logically be expected to pay for 
itself because of the low unit of sale. 
Conversely, any program which at- 
tempted to promote screw drivers 
alone could not be expected to have 
the sales appeal of the Thor Pix-Up 
Finder and Adjusto-Tray. 

To launch the Pix-Up Finder and 
Adjusto-Tray and at the same time 
to develop sales for screw driving 
machines, Thor laid out a merchandis- 
ing program which featured the new 
device as an integral part of the screw 
drivers themselves. Further, believing 
that advertising alone is not sufficient 
to carry the promotional load, the 
company developed a complete sup- 
porting program directed to its own 
sales organization and to its distribu- 
tors. Since the basic problem in 
reaching all three factors—salesmen, 
distributors, and users—was one of 
education, it was possible to plan the 
promotional material so that it could 
serve, with slight modifications, for all 
three. 

Copy was built around the theme 


‘A Totally New Way to Drive 


Screws Faster.” The basic appeal to 
salesmen and distributors was that the 
new device was a great stimulus to the 
sale of Thor screw drivers. It was 
constantly emphasized that the pur- 
pose of the entire campaign was to 
sell more screw drivers and not simply 
to sell the new device as a unit com- 
plete in itself. 

The first notice of the new Pix-Up 
Finder received by Thor salesmen was 
a teaser mailing piece. It was a paper 
bill fold filled with simulated bills on 
which were printed brief messages 
about the new device. It was followed 
shortly by a telegram to every branch 
office which emphasized the impor- 
tance of the Pix-Up Finder as a new 
sales maker. Next were sent preprints 
of the first business paper ad which 
covered the outstanding selling points 
of the new device. A four-page cata- 
log data sheet prepared by the sales 
engineering department was then sent 
to Thor men. This piece gave full 
mechanical details on the new finder 
and included prices. The preprint of 
the second publication ad arrived now. 
And last, in the formal part of the 
program, was a two color, six-pagt 
broadside which was to be sent to 
distributors, and later, with modi! 
tions, to the user. 

The promotion to distributors 
essentially the same as that to 
men, as outlined above. The b 


side mentioned was planned, of c 
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for the distributors, and a trade paper 
campaign in Mill Supplies was directed 
specifically to them. Naturally Thor 
salesmen played their usual part in the 
program, making calls and follow ups 
and reporting on the progress of the 
campaign. 

The advertising program to the user 
consisted of publication advertising 
and a direct mail campaign to produce 
inquiries and bolster the direct sales 
efforts of salesmen and distributors. 
The theme of the campaign, “A New 
Way to Drive Screws Faster,” was 
also the headline of the opening double 
spread announcement. This was fol- 
lowed by full page space in such in- 
dustrial publications as Factory Man- 
agement and Maintenance, Industrial 
Equipment News, Mill & Factory, and 
Modern Machine Shop. Dramatizing 
the importance of the new develop- 
ment, the heading of one ad was “No 
More Butterfingers!” and of another, 
“The Taming of the Screw.” Each 
ad carried a picture sequence which 
showed the three new, quick steps in 
screw driving with the Pix-Up Finder 
and Tray—‘Sorts . . . Picks Up... 
and Drives!” All ads also carried 
keyed coupons. 

Responses to the first ad were an- 
swered by a letter and the catalog 
data sheet. Inquiries from subsequent 
ads were answered with a letter and a 
six-page circular, a modification of 
the broadside sent to distributors. 

The mailings in the direct mail pro- 
gram consisted of a letter and the six- 
page, three color circular. This 
circular, incidentally, was three-hole 
punched for insertion in looseleaf hold- 
ers. The follow-up mailing included 
nother letter and the catalog data 
sheet. The list to which the mailings 

re made included major prospects 
doing industrial assembly work of all 
kinds. 

‘ublicity, always a major considera- 

of every Thor campaign, included 
perhaps the most novel part of the 

program. Because of the im- 
nce of the new Pix-Up Finder 
Adjusto Tray as a factor in speed- 
ip production and the importance 
ister production to the National 
nse Program, technical editors of 
t leading industrial publications 
invited to a luncheon meeting 
especially for them. Features of 
uncheon were a talk by the chief 
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Here are the principal pieces used in launching the new Thor “Pix-Up" Finder and Adjusto Tray and in 
merchandising the campaign to the sales force and distributors. At the lower right is the teaser bill 
fold used to build advance interests; the direct mail piece was lithographed in three colors. Typical business 
paper copy is shown at the top. Results of the campaign have necessitated an increase in production 








engineer of the company and a series 
of kodachrome slide films showing the 
Pix-Up Finder in actual use. The com- 
plete story of the Pix-Up Finder, its 
operation, applications and _ benefits 
were pictured to these editors under 
actual plant operating conditions so 
that they could determine its merits 
for use in the fields which their maga- 
zines covered and so report to their 
readers. 

Response to the program was im- 
mediate, with an increased demand for 
screw drivers apparent at once. So 
pronounced was the new demand, in 
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fact, that it was necessary to almost 
double factory facilities for screw 
driver production. This response came 
not only from manufacturers already 
using portable power screw drivers, 
but, even more gratifying to the In- 
dependent Pneumatic Tool Company, 
also from many manufacturers who 
had previously not considered the use 
of power screw drivers in their as- 
sembly operations. As a result, by 
placing major promotional emphasis on 
an accessory as an aid to faster pro- 
product sales were 


duction, major 


increased and new markets opened. 
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Attorney-at-Law, Media, Pa. 


By CHARLES R. ROSENBERG, JR. 


What the AIC Disapproves wm 
Judustriel Aduertising 







Some cases which illustrate what the Federal Trade 
Commission terms unfair competition in advertising 


@ ONLY A FEW industrial adver- 
tising men have made any serious in- 
quiry into the legal aspects of their 
copy. 

“So long as my copy is truthful, 
why should the law complain?” they 
demand. 

That was once an adequate retort, 
but today the law of advertising is not 
quite so simple. What a copywriter 
may, in all good faith, consider en- 
tirely legitimate and truthful may be 
found to be a “misrepresentation.” 
Even if nobody is actually deceived by 
the “‘misrepresentation,” it is legally 
objectionable if it “has the tendency” 
to deceive the ultimate purchaser. 
Such is one of the basic rules applied 
by the Federal Trade Commission in 
its supervision of national ad\ ertising. 

The commission is interested in mis- 
leading advertising as a form of unfair 
competition. A complaint from a 
competitor or even a member of the 
general public is sufficient to set the 
commission’s investigating machinery 
in motion. Moreover, the commission’s 
Radio and Periodical Division examines 
radio continuities and magazine adver- 
tising constantly to check on “mis- 
representations” apparent upon a read- 
ing of the copy. In addition to issuing 
complaints against offending advertis- 
ers, the commission has also prevailed 
upon publishers and advertising agen- 
cies to refuse objectionable accounts. 

A “misrepresentation” may lurk 
where the advertiser least suspects it. 
The trade name of the product itself 


may be a misrepresentation if it has a 
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tendency to mislead the buyer as to 
the quality and composition of the 
product, for example. (Masland Dura- 
leather Co. vs. Federal Trade Commis- 
sion, 34 Federal Reporter, second se- 
ries, 733). And if the trade name or 
trade mark was actually and legally 
registered, that’s no help if it is used 
as an unfair method of competition. 
The copy man may as well make up 
his mind that, for him, unfair compe- 
tition is any word, name, phrase vr 
trade mark that has a tendency to mis- 
lead, whether it is actually truthful 
or deceptive or not. In one case, the 
word “onyx” was compounded with 
two other syllables to make a trade 
name or trade mark, but it was con- 
demned as unfair competition because 
the product was not actually onyx. 
(Marrietta Manufacturing Co. vs. 
Federal Trade Commission, 50 Federal 
Reporter, second series, 641). 

The very name of the company 
selling the product may be a “misrep- 
resentation.”” An advertiser must not 
misrepresent his “status” in the trade 
or industry. Thus a distributor must 
not give the impression that he is a 
producer, manufacturer, or importer. 
A distributor operating under such a 
name as “XYZ Mills Company” or 
“XYZ Manufacturing Company” 
would be engaging in unfair compe- 
tition if, as a matter of fact, he oper- 
ated no mills or did not manufacture. 
The fact that he was legally entitled 
to use that name by virtue of a cor- 
porate charter would not help him. 

Thus the commission objected when 


the distributors of an electric arc 
welder and a water heater advertised, 
“Deal direct with the factory.” (Stip- 
ulations Nos. 02068 and 02098. 
Similarly, a distributor was cited by 
the commission for representing him- 
self as a manufacturer of precision in 
struments, when actually he did not 
manufacture. 

A line of copy like “Approved by 
the United States Government” is an 
urgent invitation to the Federal Trade 
Commission to crack down on the ad 
vertiser. The copy man may think 
that the government approves a prod- 
uct which it has been using and re- 
ordering for years, but the commission 
may consider the statement misleading 
unless the advertiser actually has a 
written endorsement of the product 
signed by the government officials con- 
cerned. 

So the prudent industrial advertis- 
ing man will refrain from claiming 
approval or endorsement by the fed- 
eral or local government or agency or 
quasi-ofhicial body unless he can pro- 
duce it in writing. Quasi-official body 
would include organizations _ like 
American Automobile Association and 
engineering societies. 

It’s unsafe to advertise that the 
product conforms to or exceeds “‘s 
ernment specifications” unless such 
specifications have actually been ado 
ed or published by the government ind 
the product actually meets or surpasses 
them. In one case the advertiser 
claimed that his rubber products ©x- 


ceeded government specifications »4 
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then was unable to show that govern- 
ment specifications applicable to his 
product existed. (Stipulation 01394.) 

One advertiser tried to imply gov- 
ernmental approval of his thermal en- 
sineering products by saying that they 
were “officially” endorsed, but the 
commission couldn’t see that either. 

Stipulation 1030.) It’s hazardous 
ilso to imply governmental endorse- 
ment or approval of your product by 
publishing in conjunction with your 
idvertising copy photographs or draw- 
ings of the American eagle, the na- 
tional capital, Uncle Sam or similar 
symbols of officialdom. 

An interesting example of a ‘‘mis- 
leading” form of official approval ‘is 
the case of the advertiser who stated, 
truthfully, that his formula had been 
taken from an official publication, but 
did not say that it had been supplant- 
ed, which it had been. 

Che troublesome question of the ad- 
vertiser’s business name turns up again 
n connection with the ban on 

phoney” official approval. Corporate 
or trade names like ‘“*American Society 
of Engine Testers, Army and Navy 
Company and Department of Indus- 
trial Standards” are ‘misleading as im- 
st ifus or 


plying a  quastofficial 


endorsement. : 

‘Misrepresentation” as to the origin 
ot a product or of the materials of 
which it is made, has frequently been 
torbidden by the Federal Trade Com- 

‘sion. Some advertisers have tried 
to imply a certain origin for_ their 
goods by using a geographical ,word 
“Bava- 


in Gadgets” or “Swedish Plates”’ are 


in the product’s trade name. 


not likely to get by unless the items 
ire actually of the origins indicated. 


\n article made in a’ foreign cotntry 
must not be advertised as an American 
product, and one manufactured in the 
United States must not be represented 


is produced in some other country. 
[his applies both to copy and to labels 
or markings on. the product itself. In 
One instance a product was stamped, 
fully, ‘““Made,in Japan,” and the 


distributor tried tg,conceal the phrase 
by ering it. The commission found 
tl » be objectionable. 

what is meant by “Made in the 
l | States” poses a more difficult 
q on than most advertising men 
n imagine. Electrical devices as- 
semled in the United States were 
Ci ered not to be “made in the 
L i States” because they were as- 


emoied of parts manufactured in for- 
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eign countries. (Stipulations 1285 and 
1301.) 

Suppose a product is made accord- 
ing to plans, specifications, or designs 
which originated in a foreign country, 
but the manufacturing is actually 
done and the parts produced in the 
United States. 
scribed as “Canadian Style” or “Eng- 


The item may be de- 


lish Type,” for example, if it is made 
clear that it was actually made in the 
United States. 

Because materials are so important 
in the advertising of industrial prod- 
ucts, the commission’s views on “mis- 
representations” of the composition of 
the products are of particular interest 
to industrial advertising men. The 
commission objects to statements that 
the product contains a certain ma- 
terial or ingredient if it is not present 
in the product in sufficient quantity 
or degree to be effective or to comply 
with trade usage. 

An advertiser of axle shafts rep- 
resented that his product was made 
of a special alloy of nickel-chromium 
steel. The commission objected to this 
because only a part of the shaft was 
made of such steel. (Stipulation 834.) 
In another case the commission com- 
plained that aluminum castings made 
partly from virgin ingots and partly 
from scrapped castings should not be 
advertised as made from “new ingot 
metals.” (Complaint 2954.) “Steel” 
or “cast steel” was objected to in de- 
scribing tools composed in part of 
metals other than steel. (Complaint 
1342.) 
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In one ruling the commission held 
that the words “white lead” must not 
be used to describe paint that did not 
contain at least fifty per cent white 
lead, lead sulphate, or lead carbonate. 
This ruling was ultimately sustained 
by the federal courts. (Federal Trade 
Commission vs. Hoboken White 
Lead and Color Works, 67 Federal 
Reporter, second series, 551.) “Ma- 
nila” is not to be used to describe rope 
not wholly of manila fibre unless 
qualified to show the percentage of 
manila fibre actually used. (Com- 
plaint 164.) 

That ruling and several similar ones 
suggest that the industrial advertising 
man might do well to study the com- 
mission’s attitude on so-called ‘‘qual- 
ifying language.” The commission 
has been very liberal in permitting 
advertisers practically any descriptive 
words provided they were “qualified” 
to show the exact facts. Thus to say 
that a product is made of chromium 
steel infers that it is made entirely 
of such steel, and that of course is 
misleading if actually only a part of 
the product is made of chromium 
steel. But the copy might be “‘quali- 
fied” to say “Sleeves of chromium 
steel” or “thirty per, cent chromium 
steel.” The item assembled in an 
American factory of foreign parts 
might be described in qualified lan- 
guage such as “Made in the United 
States of imported parts.” The com- 
mission would probably permit that if 
it disclosed the true state of affairs. 
The idea is to get away from that 
“tendency to mislead.” 

Palming off an imitation as genuine 
is taboo with the commission. Thus 
a metal may not be advertised as 
“stainless” unless made of alloys with 
high resistance to corrosion and ero- 
sion, and immune to the action of 
most corrosive agents. (Complaint 
2111.) Perhaps the most difficult 
cases coming before the commission 
are those involving alleged misrepre- 
sentations of the merits and value of 
the product advertised. The commis- 
sion recognizes “puffing” as legitimate. 
Puffing in the law simply means mak- 
ing your copy put its best foot for- 
ward in describing the product. The 
line between permissible “puffing” and 
definite misrepresentation of the qual- 
ity of the item advertised is often a 
thin one, each case depending on its 
own particular facts and circum- 
stances. The copywriter is stepping 

(Continued on Page 98) 
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Here is a group of industrial products which won awards in the Machinery 
and Appliances and the Transportation groups of the Fifth Annual Modern 
Plastics Competition which were announced last month. (A) The Barsope 
deluxe lather mixer, honorable mention, molded of Durez by Central Machine 
Works for Rolstad Manufacturing Company, Minneapolis. (B) All molded 
bilge pump, top award, molded of Durez by Oris Manufacturing Company 
for George W. Fleming Company, Inc., Plantsville, Conn. (C) Molded 
Textolite contactor shaft, top award, by General Electric Company. (D) 
Plastic name plates, honorable mention, molded by Tenite by Gits Molding 
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Corporation, Chicago, for Whiting Corporation, Harvey, 
bristled furnisher brush for the textile industry, top award, by ! 
Sons, Inc., Cedar Grove, N. J. (F) Combination selector switc! 
stat for electric range, honorable mention, parts of Bakelite 
Durite molded by Consolidated Molded Products Co., Scranton 
lator Co., Newark, N. J. (G) Leading and body solder padd 
molded of Bakelite by Chicago Molded Products Corp., for | 
Co., Denver. (H) Refrigerator door frames and tracks, top 
of Bakelite by Grigoleit Co., Decatur, Ill., for Hussman-Ligonie 


INDUSTRIAL MARKETING, November, 


E) Nyle 
Ww, Jenkin 
nd therm? 


sskon, an 





By W. D. MURPHY 


Advertising Manager, Sloan Valve Company, Chicago 


Au Engineering Approach lo 
Industrial Aduertising 


Fundamental principles of industrial advertising as 


established through usage by successful advertisers 


IV. Copy Structure 

@ AFTER genuflecting imperceptibly 
last month to the literator whose word 
genius makes advertising copy sparkle, 
I hasten to raise a rhetorical thumb to 
nose with a principle that will be re- 
garded by many as blatant heresy: 
PrincipLeE V. THE APPEAL IN IN- 

DUSTRIAL COPY IS MORE IMPORTANT 

THAN THE WAY IT IS EXPRESSED. 


In Principle III it was set forth that 
effective copy has a definite objective. 
This is such a reasonable proposition 
that it is almost axiomatic. Certainly 
the man who pays the bills expects 
that somehow or other his advertising 
will ease the process of selling and 
produce a profit. There is only one 
way that this result can be accom- 
plished and that is by inducing the 
reader to buy, try, or get more in- 
formation about the product. Conse- 
quently, each advertisement that is 
properly planned has some urge to ac- 
tion, some motivating impulse bring- 


sumer advertising where returns are 
measured promptly and directly, but 
the principle carries over into indus- 
trial advertising that is written with 
any selling objective whatever. It has 
been shown time and again that it 
makes little difference who writes the 
ad if the appeal is incorrect. When 
the appeal, or proposition, is corrected 
the response is immediate. Literary 
proficiency is then a refinement, not 
a requisite. 

This is not to say that an able copy- 
writer cannot make a poor idea seem 
almost good. He can. And, to a 
marked extent, he can better the re- 
sults a mediocre writer could secure 


from a superlative idea. It still pays 
to get good writing. But far teo 
much emphasis has been placed on 
word skill and far too little on appeal 
selection. Emerson once said, “What 
you are... thunders so that I cannot 
hear what you say.” With reasonable 
clarity of expression a powerful ap- 
peal will outweigh deficiencies of 
style. 

An example of the literary fetish,— 
a poor idea superbly expressed, is the 
classical McManus ad on “The Pen- 
alty of Leadership,” written for 
Cadillac Motor Company. It is quoted 
in nearly every text prior to 1930. 
I doubt if McManus himself ever be- 


The Most Widely Accepted Fundamentals of Copy Writng 
(Continued) 


Principle V. The appeal in industrial copy is more important than the | 


way it is expressed. 


Principle VI. The more directly the chosen appeal is tied in with 


ing the prospect nearer to a purchase. 
increased profits, the more effective it becomes. 


If the ad does not do this it is not an 





: 





ac = = i , ~j 4 . . . . . 
tisement, but a paid publicity Principle VII. Effective copy (I) enlarges immediately on the theme of 
c e. . ° 
the headline, (2) develops and proves reader benefits in 
= inted, then, that an ad attempts . . . . 
t omplish a definite sales objec ascending order (most interesting, most lasting, most con- 
- ’ . e e c- . . . 
= sve, dine aes Ue aemte eeaeinee. vincing), and (3) closes with an urge to definite action. 
¥. Jentr Py, es : 3 4 ’ . . 
4 thermo Proposition, some offer upon 1. The basic idea should be repeated at least three times. 
mgr w the reader takes a definite stand 
‘or Wik of iviction or disbelief. And the 2. Effective copy is long enough to accomplish its 
op awe? re shows conclusively that this objective efficiently and no longer. 
. Product in ng idea is far more important Be , . : : 
: tile. | 
j, molded thi the words used to express it. The Axiom 5. Advertising that could be signed by a competitor is futile | 
St. Low! pr it is true, js largely from con- | _ 


INDUSTRIAL MARKETING, November, 1940 31 

















lieved it sold many cars. Certainly 
his brilliant automobile advertising 
over many years was preponderantly 
selling copy, not institutional. I won- 
der, however, how many copywriters 
secretly cherish the ambition to toss 
off another Leadership ad that will be 
the envy of their co-workers and the 
model of the text books. 

Since what has been variously called 
the “big idea,” “proposition,” “‘ap- 
peal,” or “theme” is of major impor- 
tance, certainly the preparation for 
writing is the copywriter’s largest 
task. It is a pity that copywriters do 
not get “pen fright” in the same way 
that speakers get stage fright. The 
fear of appearing dull, or trivial, or 
ridiculous in print would have a salu- 
tary effect on a great many advertis- 
ing men who now blithely slip a sheet 
of paper into a typewriter and “pound 
out” some copy. The gift of eloquent 
and convincing extemporaneous speech 
is exceedingly rare—why copywriters 
believe that extemporaneous writing is 
any easier is hard to understand. An 
advertisement is a built-up effect: you 
can no more create it full blown than 
you Can paint a picture in one stroke. 
Now, it is possible that the gifted few 
can carry a logical outline in mind as 
they write, or that a writer of wide 
experience may adhere unconsciously 
to a tested formula, but in the vast 
majority of cases a carefully thought- 
through summary is an essential to 
effective persuasion. Confused writing 
is the direct result of confused think- 
ing. Plan step by step and you'll gain 
in clarity and power of expression. 

In last month’s installment some of 
these essential planning steps were 
listed. To those who are awaiting 
spectacular disclosures of the secrets 
of copy writing, it will come as an 
anti-climactic shock to find this an- 
other article in praise of orderly think- 
ing. Yet organized thought can do 
more to improve the effectiveness of 
copy than any secret formula. And 
because copy writing is so generally 
considered an art, let us not assume 
that there is no known foundation, 
that there are no rules that are uni- 
versally applicable. Advertising copy 
has structure just as truly as any other 
form ot writing. A writer of limited 
talents who follows proven paths is 
a greater asset to any manufacturer 
than the brilliant inspirationalist who 
produces an occasional masterpiece 
and a multitude of banalities. 


Before the ad can be built on a 
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How the preparedness program is coloring 
the general appearance of industrial adver- 
tising is well illustrated by this page for 
the Hazard Wire Rope Division, American 
Chain & Cable Company, Wilkes-Barre, Pa. 


sound structure the Appeal must be 
chosen. Its importance has already 
been stated in Principle V. If we 
analyze the effectiveness of appeals 
from the viewpoint of the reader—an 
industrial buyer—and realize that he 
dare not respond to emotional tm- 
pulses, we are left with only those 
appeals that touch his business func- 
tions. Since all business is carried on 
in the expectation of profit, the profit 
motive should have the strongest ap- 
peal—and experience bears this out. 
Naturally there are a multitude of 
variations on this single theme. The 
more directly the making or saving of 
money is emphasized the more power- 
ful the theme becomes. It is well to 
remember, however, that this ob- 
viously effective theme is so constantly 
employed that its very repetition tends 
to breed disbelief. The stronger the 
claim the more convincing, factual 
evidence is needed to sustain it. If 
you have this proof you can’t find a 
better theme, but don’t claim some- 
thing generally that you can’t prove 
specifically. 

Many evaluation plans list separately 
such reader benefits as lower first cost, 
saving in time, labor, material, or 
maintenance, greater efficiency, re- 
liability, durability, faster or better 
service, and many others of a similar 
nature. Note that all revert back to 
the saving or making of money. It 
would be difficult to find a theme that 
is genuinely appealing to an industrial 





buyer which does not have a kinshi 
to the profit motive. Even the sorries: 
institutional ad implies that purchas 
ing from such a splendid firm insure 
satisfaction which can be translated 
into money saved or earned by th 
avoidance of irritating and costly con 
tacts with less exalted institutions. 

Therefore: 

PrincipLe VI. THE MORE DIRECTL) 
THE CHOSEN APPEAL IS TIED IN 
WITH INCREASED PROFITS, THI 
MORE EFFECTIVE IT BECOMES. 
This principle has no connection 

with the ¢ype of advertisement selected 

to accomplish a specific objective. For 
example, the powerful appeal of news 
can emphasize money saved or made 
from a new product or improvement; 
in a testimonial ad the person quoted 
can be made to say why he likes the 
product in terms of additional profit; 
an inquiry seeking ad may suggest 
further information that will be of 
value (in pointing the way to profits) ; 
an institutional ad should certainly 
make clear a profitable association be- 
tween the advertiser and the reader. 

There is no limitation upon the copy- 

writer’s ingenuity in devising a fresh 

approach or treatment of the profit 
theme. 

Nor is it intended to imply that 
Principle VI is the only method of 
developing an effective appeal. Per- 
haps it would be well to remind you 
again that this series does not pretend 
to be comprehensive. Its purpose is to 
state what is generally accepted or can 
be proved. Large gaps exist between 
our knowledge and our beliefs. Prob- 
ably a great many advertisements 
which fail to include some or any of 
these stated principles have been suc- 
cessful in accomplishing their purpose. 
This is but an approach to the formu- 
lation of industrial advertising prin- 
ciples, but an engineering approach in 
the sense that it is analytical and tac- 
tual. 

In attempting to outline the struc- 
ture of effective copy I must ask your 
indulgence in the matter of terminol- 
ogy. Some writers use the old AIDA 
formula—Attention, Interest, Desire, 
Action. (Attention has been co' ered 
under illustration and__ headline.) 
Others speak of Problem, Proof, and 
Proposition. The attempt to coin 4 
clever series of easily remembered 
words has no value, in my opinion, © 
any but the lazy mind. It is enough 
for our purpose that the copy in the 
body of an ad must have a Beginning, 
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Annual Statistical and Outlook Number 


January 4, 1941, Issue 


hive Recognized 


Medium 


for Starting Your 


1941 Railway Sales 


Campaign ia - 


4 bee Annual Statistical and Outlook Number—the Jan- 
uary 4, 1941, issue of the Railway Age—will be the 


outstanding opportunity for starting your 1941 railway 
sales campaign. This issue will reach important railway 
men when they are reviewing the activities of the past 
year and planning their programs for the new year. It 
will be unusually timely, because of the vital importance 
of railway transportation and adequate railway facilities 


in the national defense program. 


\n institution of more than thirty years’ standing, this 


‘Railway 
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p spaTIstICAL ANP 
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Founded in 1850 


ficers, purchasing officers and department heads. Each 
year, hundreds of extra copies are purchased by railways 
so that ample copies of this important issue will be avail- 
able for continuous reference throughout the year. The 
fact that Railway Age statistics are recognized as the 
standard authority the world over makes the Annual 
Statistical and Outlook Number exceptienally valuable 
to every railroad in North America and in many other 
lands . . . and consequently to every manufacturer who 
sells to railroads! 


recognized reference issue furnishes railway men with a Start your 1941 railway sales campaign in the Annual 
omplete summation of the year’s developments . . . a Statistical and Outlook Number—make it the first step 
vital statistical record, much of which is published no- in a continuous campaign to reach the railway men who 
where else, covering every phase of railway activity. This have authority and responsibility in regard to railway 
ree compiled at great cost, is referred to repeatedly purchases. 
throushout the year by important railway officers. 

. er Simmons-Boardman Publishing Corp. 
Th theoming Annual Statistical and Outlook Number rg pei 5 I 

; sds , , 30 Church Street, New York, N. Y. 

pre s an exceptionally effective medium to influence 
| * ¢ P . i 105 West Adams Street, Chicago Terminal Tower, Cleveland 
uy decisions among railway executives, operating of- Washington, D. C. Los Angeles San Francisco Seattle 
_—_—_ 





Railway Age... January 4, 1941 
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Taking time out for lunch at the St. Louis meeting of house organ editors last month, which 
had as one of its objectives the organization of a federation of regional associations. From 
left to right: Luther Williams, Mid-Continent Petroleum Corporation, Tulsa, Okla., president, 
Southwestern Association of Industrial Editors; L. O. Cheever, John Morrell & Co., Ottumwa, 
lowa, president, American Association of Industrial Editors; Howard A. Marple, Monsanto 
Chemical @ompany, St. Louis, general chairman of First National Convention of Industrial 
Editors; and Kenneth E. Cook, Standard Oil Company of New Jersey, New York City, presi- 
dent, House Magazine Institute. All phases of house organ publishing were discussed 


a Middle and an Ending, unless it is of 
the single statement, poster type. For- 
tunately, what to do in each of these 
three sections is a matter of general 
agreement, regardless of the names by 
which the individual parts may be 
known. 

BEGINNING: Whatever else you do, 
say something interesting in the first 
sentence that continues or enlarges on 
the headline thought. Make the first 
sentence human, important, newsy. In 
the first paragraph tell the basic idea 
of the ad forcefully and dramatically. 
This is the Interest portion of the 


AIDA formula. 
MIDDLE: detailed reader 


Begin with the 


Present 
benefits and proof. 
most interesting feature, one that has 
an obvious, believable benefit: continue 
with features that require more elabo- 
ration but have more permanent 
value: close with the most convincing 
or dramatic benefit, one that estab- 
lishes conviction and leads up to the 
climax of the advertisement — the 
Ending. Repeat the basic idea in this 
section. 

ENDING: Summarize and ask the 
reader to do something definite. Re- 
word and repeat the basic idea. Don’t 
let the urgent voice of the rest of the 
copy trail away into an apologetic 
whisper. 

The difficulty of getting a direct 


response to industrial advertising may 
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cause some to criticize the inclusion 

of an “urge to action” in this outline. 

Such an attitude is illogical. The less 

opportunity you have of checking the 

effectiveness of your advertising the 
more imperative it is that you con- 
centrate on techniques known to be 
productive. If you have aroused in- 
terest in your product and secured 
conviction about your claims, the 
reader should be urged to do some- 
thing at once—send for literature, see 
his dealer or your salesman, check his 
present equipment, or otherwise ex- 
press his belief in your arguments. 
This skeleton of an effective ad is 
almost universally agreed upon. It has 
been set down substantially as above 
dozens of times in advertising texts 
and periodicals within the past few 
years by men who make a business of 
analyzing successful ads and by those 
who make a business of writing them. 

It is not the only way to write copy, 

but it is a proven one. Why not try 

it, lacking something you Anow to be 
better? 

Principce VII. Errective copy (1) 
ENLARGES IMMEDIATELY ON THI 
THEME OF THE HEADLINE, (2) DE- 
VELOPS AND PROVES READER BENE- 
FITS IN ASCENDING ORDER (MOST 
INTERESTING, MOST LASTING, MOST 
CONVINCING), AND (3) CLOSES 

WITH AN URGE TO DEFINITE AC- 

TION. 


1. The basic idea should be repeated 
at least three times. 

The structure suggested by Prin 
ciple VII may seem to be applicab! 
only to long copy. This is not neces 
sarily true. It has been used success 
fully on very short copy. As a mat 
ter of fact, the discussion of long or 
short copy has as little to do with the 
effectiveness of an advertisement as 
the standing argument on the length 
of a headline. It is the message that 
is important, not the number of words 
required to tell the story. There is 
one limitation that is vitally impor- 
tant to sustained interest, however 
Whether copy be long or short it 
should be incisive, with every word a 
necessity for the effect sought. Super- 
fluous words are superfluous wherever 
they are found. So: 

2. Effective copy is long enough to 
accomplish its objective efficiently, and 
no longer. 

Finally, a warning that is axiomatic, 
but often unheeded: 


Ax1oM 5. ADVERTISING THAT COULD 
BE SIGNED BY A COMPETITOR IS 
FUTILE. 

A pattern that is good for anybody 
is good for your competitor. In fol- 
lowing a copy formula confine your 
features to those distinctive of your 
own product, or use favorable com- 
parison for mutual features. Avoid as 
you would the plague the aping of 
competitors’ claims or copy treatment 
similar to theirs. In the resulting 
reader confusion the competitor may 
reap the benefit of your advertising. 

Next month’s installment in_ this 
series is intended to be useful, if not 
Deviating from the an- 
stating only 


scientific. 
nounced purpose of 
known fundamentals, there will be 
given a composite outline of the con- 
struction of an ad from research to 
finished copy. It is drawn from many 
excellent, but varying, check and pre- 
No claim is made 
that it is more than an orderly stimu- 
lant to the imagination, althoug! the 


evaluation charts. 


sources are authoritative. Its inc!usion 
in this series is a confession that un- 
erring principles are scarce, jl 
concession to those who desire a more 


nearly complete coverage of th 


ject. 


Williamson to Locke 


Harry L. Williamson, formerly 
manager of cable sales, General 
Company, has been appointed mat 
sales promotion, Locke Insulator ‘ 


tion, Baltimore, a G-E affiliate 
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Typical full-color pages which will feature Armstrong Cork's promotion for asphalt tile 


Armstrong Launches Extensive Campaign 


@ THIRTEEN business papers will 
carry the largest and most powerful 
advertising campaign on asphalt tile 
starting this month for Armstrong 
Cork Company. Announcement of 
the campaign was made last month 
to the trade simultaneously with a 
ten per cent reduction in asphalt tile 
prices and a five per cent decrease on 
industrial asphalt tile 
Price reductions have been made pos- 
sible, it was stated, by increased sales 


quotations. 


volume and by many economics ef- 
fected by the company’s research and 
engineering departments. 

Featuring the asphalt tile campaign 
will be the appearance of thirty-four 
full-color, full-page advertisements 
which will appear in other media as 
well as the thirteen business magazines. 
Fifteen actual room interiors—institu- 

mal, commercial, and residential— 
tell the story of color and design 
which can be achieved with this dura- 
ble low-cost flooring. 
Publications carrying the Arm- 

mg story on asphalt tile includes: 
imerican Builder and Building Age, 
\merican Druggist, American School 
Board Journal, Architectural Forum, 
Pencil Points, Buildings and Building 


Menagement, Chain Store Age, Mod- 
Hospital, Interior Design and Dec- 
on, Progressive Grocer, Restau- 

re Management, Business Week, 

Flooring, Hospital Yearbook, and 


Suvet’s Architectural Catalog File. 
| advertising copy in the Arm- 


strong campaign includes the slogan, 


“The Low-Cost Floor with the Lux- 
ury Look,” and features the picture of 
a flooring mechanic laying blocks of 
asphalt tile. Copy highlights stress 
Armstrong quality, a complete line 
of colors, attractiveness and durabil- 
ity, low prices, and liberal buying 
terms through the Armstrong Finance 
Plan. This outstanding advertising 
program is scheduled to continue in 
intensity in 1941. 

Armstrong is also presenting a com- 
plete, new sales portfolio on as- 
phalt tile for the first time. It is 
designed to tell the latest story on 
Armstrong’s asphalt tile to more than 
2,650 contractors who handle the 
Armstrong line. Facts stressed in the 
promotional copy include: increased 
demand for asphalt tile, forty-one 
plain and marble colors to select from, 
eight ready-cut asphalt tile insets that 
are inexpensive and distinctive, con- 
tractors’ testimonials, past advertising 
efforts, the new advertising campaign 
in colors, selling helps prepared by 
Armstrong, a comprehensive thirty- 
two page Asphalt Tile Manual, a new 
window or department display to stim- 
ulate sales, local newspaper advertising 
material, direct mail letter suggestions, 
and radio spot announcements avail- 
able in the promotion. 

Company officials state that the 
price reductions were made possible by 
increased sales volume and by the 
many manufacturing economies ef- 
fected by laboratory, research, and en- 


gineering departments. 
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The reason why is told by 
Mr. E. A. Phoenix—“The civil 
engineer is a vital factor in 
the specification and purchase 
of water and sewer lines. Since 
we believe that these men read 
CIVIL ENGINEERING we 
use its pages to carry our story 
on Transite Pipe directly to 
them”. 

Whether they are designers, 
builders or maintenance engi- 
neers, civil engineers control 
the buying of all products in 
all branches of construction. 

If you sell in this field sell 
to the civil engineer—first! 





The Civil Engineer reads 


AMERICAN 
SOCIETY 


ENGINEERS y 
FOUNDED 


\NEES / 


$3 West 39th Street @ New York, N. Y. 
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Advertising will be arranged in four sections as indi- 
cated below, each introduced with an attractive title 


page in color on heavy insert stock. 


|. METALS PRODUCTION 

2. METAL FABRICATION 

3. METAL TREATMENT AND FINISHING 
i. ACCESSORY EQUIPMENT AND PARTS 


Regular rates apply. 
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Y)} OF THE METAL WORKING INDUSTRY 








Who’s who? That’s what the big-buying metal working world is asking . . . 
and throughout 1941 it will time and time again turn for its answers to the 


Annual Review Number of The Iron Age. 


Do you plan to be adequately represented—not with just your name but with 
a comprehensive sales story about every one of your important products and 
services? 









Why? Listen: in the midst of the biggest activity American metal working 
has ever known, buyers are studying sources of supply for needs that will run 
into billions. The greatest part of that business will go, as usual, to those who 
go after it most aggressively and supply it most faithfully. New trade alli- 
ances are being established; new buyers in aircraft and other booming indus- 
tries are looking for suppliers. Changing personnel ... changing methods... 
changing products ... all are causing major switches in the channels of com- 
merce. Advertising—strong selling copy covering in detail all of the best you 
have to sell, and directed at the right people—will win you important new 
accounts. 














You can reach the right people in American metal working, the Who’s Who 
among buyers, through the Annual Review Number of The Iron Age—the 
Who's Who of sellers. The key men, old and new, who specify and buy for 
this immense market will thumb through this significant volume frequently— 
they need it and they know they need it . . . for production data, for buying 
guidance. 








The Iron Age now costs 15,500 subscribers $6 or more a year each ... and 
reaches over 90,000 readers—blanket coverage of the world’s largest market. 
Your Iron Age representative or your advertising agency can give you details 
on advertising costs. Forms for the Annual Review Number, to be distributed 
January 2, 1941, close soon. Reserve generous space. Do justice to your line 
in this biggest Who’s Who of 1941. THE TRON AGE (A Chilton © Pub- 
lication), 100 East 42nd Street, New York City. 


THE IRON AGE 



















By ROBERT D. BLACK 
Vice-President in Charge of Sales 


The Black & Decker Mfg. Company, Towson, Md. 


Product Standardization Regarded as 
A Sewice to Buyers 


Manufacturers of industrial products believe stand- 
ardization tends to simplify the marketing effort 


[Eprror’s Nore The following com- 
ments on the value of standardization of 
products as a service to buyers were 


given by Mr. Black in a discussion of the 
general subject at the 3lst Annual Con- 
vention of the Association of National 
Advertisers at White Sulphur Springs, 
W. Va., last month.) 


@ THE MAJORITY of all manu- 
facturers in our industry are mem- 
bers of the Electric Tool Institute, 
which is an association or group de- 
voting its time entirely to the better- 
ment of the industry. Among our 
activities is that of standards, and 
within the past year we have worked 
very closely with the National Bureau 
of Standards to establish commercial 
standards for the electric tool industry. 
Through the general adoption and use 
of such standards we expect to pro- 
mote a better understanding between 
buyer and seller and to establish a 
basis for certification of capacity and 
performance. 

In our first effort we have con- 
cerned ourselves only with one classi- 
fication of portable electric tools, 
namely, electric drills. We felt that 
once we accomplished our purpose on 
this one classification we would then 
gradually extend the standards to the 
complete line. The standards which 
we have set up provide minimum 
specifications for Class A and Class B 
electric drills. 

It so happens that in a mechanical 
and electrical product such as a port- 
able electric tool it is possible to draw 
a rather sharp line of demarkation be- 
tween Class A, which is a heavy duty 
tool, and Class B, which indicates a 
standard or intermittent duty tool. 


Therefore we feel that so marking 
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or certifying the products of our in- 
dustry we will set up a safeguard and 
a guide to the consumer that would 
indicate the major characteristics of 
design and performance. The con- 
sumer in our case is industry itself. 

Inasmuch as certification is an in- 
tegral part of the work of the Bureau 
of Standards, our industry will in all 
probability adopt standard labels or 
certificates which will identify the 
tools in question as complying with 
all the requirements of the Commercial 
Standards as issued by the National 
Bureau of Standards. 

Our industry feels that such mark- 
ing or labeling would be a safeguard 





New metal container for band saws de- 
signed by The Doall Company, Des Plaines, 
lll., permits withdrawal of saw much the 
same as pulling out a steel tape and win- 
dows in the side show how much remains in 
the package. Labeled on outer edge so 
boxes may be stored on a shelf like 
books for convenience and accessibility 


to the consumer because it would im- 
mediately indicate the major points of 
design, materials, and performance of 
that particular tool. 

As might be supposed there was not 
unanimous agreement in our industry 
as to the use of the label on the prod- 
uct, but the general experience of the 
Bureau of Standards has been that 
once an industry adopts standards that 
sooner or later the majority of all 
manufacturers fall in line and see the 
advisability of marking their product, 
primarily because the buyer demands it. 

Insofar as policing is concerned, the 
National Bureau of Standards has no 
policing power in connection with the 
enforcement of commercial standards. 
Such enforcement depends on volun- 
tary disclosure by the industry gen- 
erally through statements on labels or 
invoices which make the standard a 
part of the contract, therefore making 
it enforceable if such went through 
the court, through the Federal Trade 
Commission, through the laws of the 
states, or through the work of the 
Better Business Bureaus and similar 
organizations. 

We feel that there will be consi<- 
erable advertising and sales value in the 
fact that tools are identified as com- 
plying with standards accepted by pro 
ducers, wholesalers and consumers. 

The whole thing is primarily for ' 
guidance of the buyer, and it seems 0 
me that any tangible protective m¢ 
ure that you could present to 
would have considerable advertisig 
and selling merit. 
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FOR FIFTY-EIGHT YEARS AMERI- 
CAN METAL MARKET has been the 
ecognized price and market authority on 

etals in America. Since 1899 when it 


GHQ 


became the first daily newspaper of the 
steel and metal trades, it has always 
had a larger paid circulation and car- 
ried a larger volume of advertising than 


NN 
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a eee eee Circulation of 


= AMERICAN METAL MARKET 
From June 1930 to June 1940° 































any other daily newspaper in the field 

For the past forty-one years AMERI- 
CAN METAL MARKET has furnished 
advertisers with thorough daily coverage 
of the important buyers of steel, metals, 
pig iron, ores, and alloys throughout the 
United States and Canada. 

Over ten thousand purchasing and 
managing executives in more than four 
thousand three hundred plants and of- 
fices throughout the steel and metal con 
suming, processing and producing indus- 
tries read this newspaper daily. They are 


Y 
| ] the volume buyers whose large purchases 
. ‘ . . . 
. of raw materials, semi-finished and fin- 
{___. — ished products make it necessary for them 
to keep in daily touch with trade and 
| ~ market developments. 
= = The chart graphically illustrates how 
AMERICAN METAL MARKET'’s lead- 
}+——+— a | ership in daily paid circulation ($15.00 a 
year) in the steel and metal trades has 
oe not only been maintained, but greatly in 
creased during the past ten years. 
The best evidence of the trade’s recog 
nition of the effectiveness of AMERICAN 
Circulation of METAL MARKET as an advertising me 
m_ dium is the long list of well-known com 
: NEAREST COMPETING DAILY 5 ah 
4 panies shown below who have been ad 
| . ++ 
: From June 1930 te June 1940 ‘ vertising regularly for many years. 
N ' —- If you are handling the advertising of a 
t } 100 ah ee a product or service which is sold to the 
1 po mn . a po steel and metal working industries and 
: , are not now using AMERICAN METAL 
¥ + 4 
' 4 MARKET to contact the really important 
\ / , 
| ‘ ow. = buyers, write for full particulars today. 
| a” 
. e-?"" > - +. 
1+ , + + yer + 
= pe ee ee AMERICAN METAL MARKET 
4 | ; 4 ‘ | 4 ; ; 4 ; 4 
Member of Audit Bureau of Circulations 
——4. A + 4 + 4 4 4 SS —! 4 ' i 
" Established 1882, Daily Since 1899 
Audit Bureau of Circulations semi-annual publishers’ state ts issued from June, 1930, to June, 1940 111 John Street New York, N. Y. 
“I LEADING COMPANIES selling to the steel and metal consuming processing ind producing industries advertise regularly in 
RICAN METAL MARKET’ ; ron a e¢ Pig n, Scra nd é American Steel & Wire Co., Apollo Steel Co., Bethle- 
Steel Co., Bliss & Laughlin Inc¢ Briggs & Turivas, In Carnegie-Illinois Steel Corp., Central Trading Corp., Cleveland-Cliffs Iron Co 
1 Steel & Shafting Co., Continental Steel Corp., Cuban-American Manganese Corp., Electro Manganese Corp., Electro Metallurgical Sales 
Erman-Howell & Co., In« Follansbee Steel Corp., Granite City Steel Co.. Hanna Furnace Corp., Hillside Fluor Spar Mines, Hyman- 
els Co Inland Steel Co., Jones & Laughlin Steel Corp M. 8S. Kaplan Co., Luria Bros. & Co., In Metal & Thermit Corp., National 
orp Reeves Steel & Manufacturing Co Republic Steel Corp., Sloss Sheffield Steel & Iron Co., Philip G. Smith & Co., Thomas Steel 
ted Iron & Metal Co., United States Steel Corp., Vanadium Corp. of America, Weirton Steel Co., Worth Steel Co., Wyckoff Drawn Steel 
ingstown Sheet & Tube Co . ‘ i Met Ace Metal Co., Acme Metals Refining Corp., Ajax Metal Co., Alpha Metal & Rolling 
Aluminum Co. of America, American Brass Co., American Metal Co. Ltd., American Zinc, Lead & Smelt. Co., Anaconda Copper Mining 
naconda Sales Co., Apex Smelting Co., Balbach Smelting & Refining Co., Battaglia Bros Jos. Berliner Co., George Birkenstein Corp 
\iuminum & Brass Co., Bristol Brass Corp., Caswell, Strauss & Co., Inc., Chicago Extruded Metals Co., T. E. Conklin Brass & Copper 
smo Metal Alloys Corp Duquesne Smelting Corp., Eagle-Picher Mining & Smelt. Co., Empire Metal Co., Fairmont Aluminum Co., Fed 
Metals Div American Smelting & Refining Co., David Feinburg Co., Franklin Smelting & Refining Co., Stanley Fullwood, General Smelt- 
L. Goldstein's Sons, Grasselli Chemical Dept., E. I. du Pont de Nemours & Co., Samuel Greenfield Co. Inc., Hamden Smelting Co., W. S 
tt & Co. In Hanlon-Gregory Galvanizing Co., Hegeler Zine Co., K. Hettleman & Sons, Hudson Smelting & Refining Co., C. G. Hussey 
Industrial Metals Co. In¢ International Mineral & Metals Corp., International Nickel Co. In H. Kramer & Co., Ladenson Metals Corp 
um Fabricators In« Marks Lissberger & Son Ins Matthiessen & Hegeler Zinc Co., Metals Refining Co., Michigan Smelting & Refining 
tsul & Co. Ltd., Nassau Smelting & Refining Co., National Smelting Co., New Jersey Metals Co., New Jersey Zinc Co., New York Solder 
nk H. Nott Ine Pennsylvania Smelt. & Refin. Co., Philipp Bros., Phosphor Bronze Smelting Co., Pierce Borcherding & Quirk Inc., The 
Bros. & Co., Pope Trading Corp., E. L. Pest & Co. Inc tevere Copper & Brass Inc., River Smelting & Refining Co., The Riverside 
; Rochester Smeltg. & Refining Co., Jos. Rosenthal’s Sons., Inc., *. Rothschild & Co., Roxbury Iron & Metal Co., Inc., St. Joseph Lead 


mour Manufacturing Co., Silverstein & Pinsof. Sulmet Alloys Co., In¢ 
in Metal Mfg. Co.. Cc. S. Trench & Co Ine Nathan Trotter & Co Tuthill & 
l S. Reduction Co., United Smeltg. & Aluminum Co., U. S. Smeltg., Refg. & 
Detinning Co., Wah Chang Trading Corp.. Waterbury Rolling Mills Inc 

P Electric Controller & Mfg. Co., Electric Furnace 


Co., Ine 
Mining Co 


ican 


Cee 


INDUSTRIAL MARKETING, November, 1940 


Superior Zinc Corp., C. Tennant Sons & Co 


Tyroler 
White Bros. Smelting Corp 
Lava Crucible Co 


of N. Y., Thinsheet Metals 
Ine United American Metals 
Trading Corp Hyman Viener & 
. Whitehead Metal Products Co 
of Pittsburgh, Chas. K. Schweizer Co. 


Metals, 
Universal 
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Sales Promotion... 


Ideas and comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films— Sales Helps 





Flexibility Is Feature of Unique 
Sales Presentation 


@ TO STEP UP the selling efficiency 
of automatic oil heating salesmen, 
General Electric Company, Bloomfield, 
N. J., has just introduced an elaborate 
new sales presentation which enables 
the salesman to tell the prospect a 
logical, convincing sales story in terms 
which successful G-E salesmen them- 
selves have used over a period of 
years. The book embodies the experi- 
ence of hundreds of salesmen who have 
made hundreds of thousands of calls 
on prospects and customers during the 
eight years the company has been in 
the automatic heating business—and it 
has been rewritten seventeen times 
during the last year and a half. 
Although the 


with a product sold mostly to home 


presentation deals 


owners, it embraces many features 
which could be embodied successfully 
in similar books tor use in selling in- 
dustrial equipment. 

The new presentation is unique in 
that it enables the salesman to tell 
any one of three distinct product 
stories—depending on the needs of his 
interrupting the 


More- 


over, although it is complete in itself, 


prospec t—wit hout 


sequence of the presentation. 


the experienced salesman can use it as 
the framework for his own personal- 
ized story. And there are seven ap- 
propriate places in the presentation 
where the sales story is brought to a 
temporary pause—and the salesman is 
impelled to ask for the order. 

The new presentation is expected to 
help sales managers on one of their 
greatest problems—speeding up the 
period of sales productivity of the 
new, inexperienced salesman, who may 
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A feature of this de luxe sales presentation for General Electric oil burning equipment is a 
number of die cut pages which cover a full color illustration of the burner and by means of 
which the salesman reveals step by step only those parts of the equipment as he approaches 
them in his talk. The portfolio is enclosed in a red leather Heinn Sales-Pac with Talon closure 


become discouraged before he has de- 
veloped a satisfactory income. In fact 
the green man with a flare for selling 
should become an effective sales factor 
with only a few evenings’ study of the 
new presentation and the thirty-six- 
page explanatory supplement, “How to 
Use the General Electric Oil Heating 
Sales Presentation,” that accompanies 
it, Glenn Gundell, advertising and 
sales promotion manager, believes. 

It will also aid in moving the medio- 
cre salesman up to higher brackets 


of productivity and earning power, by 
strengthening the logic and sequenc: 
of his personal approach. And G-! 
expects the new presentation to in 
prove the technique of even the old 
time, experienced salesman by refres! 
ing his memory on some of the mo 
potent arguments for automatic he 
and by organizing on a more order!) 
basis the sales appeals which he 
found to be effective. 

The presentation allows the indiv 
ual salesman full freedom to exer 
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makes MUNITIONS 


All Important Phases of CANADA’‘S 
Progress in Munitions Manufacture 
will be Presented Complete in the 


JANUARY 


1941 ISSUE 
















Timely and interest-com- 
pelling in the extreme, this 
issue of MACHINERY will 
give American Manufac- 
turers a detailed picture of 


the latest mass production Please Make 
Space 
methods now actually pro- ~ <c 
ducing munitions. Early 
a a 


'NOUSTRIAL MARKETING, November, 1940 4| 














INESS 
EQUIPMENT | 





Giant accordion folder which gives a quick picture of the extensive line of metal business 
equipment manufactured by The General Fireproofing Company. Size, 9'/4x56 inches, making 
thirty pages, the folder is printed in three colors, thus enabling much of the equipment to 
be shown in its natural green finish. The folder is used by salesmen and as a mailing piece 


Sales Promotion . . 





his own judgment in the emphasis of 
sales points he himself has developed 
most persuasively, or which a particu- 
lar prospect responds to most favor- 
ably. 

The presentation first leads the sales- 
man through a purely creative sales 
story on automatic heat, calculated to 
arouse the desire of the prospect with- 
out reference to G-E, or the local 
organization the salesman represents. 
This is done by asking “What do you 
want from an automatic heating 
plant,” and emphasizing the many 
benefits derived from a modern auto- 
matic heating plant. Each appeal is 
dramatically illustrated. 

Next, the salesman tells the story of 
engineering research, in the General 
Electric “House of Magic,” which led 
up to the development of the G-E 
method of burning oil. And that 
method is described in simple under- 
standable terms. 

By the prospect’s reaction to his 
story—and knowing his needs and 
financial standing—the salesman de- 
cides at this point which of the three 
product stories to tell (boiler burner 
unit, complete winter air conditioner, 
or the conversion oil burner). Turn- 
ing to the right section, he continues 
his presentation on the specific prod- 
uct. The product story is told, inci- 
dentally, with a series of die-cut pages 
which show progressive stages in the 
oil burning mechanism until a full- 


page, four-color cross section of the 
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whole unit is revealed. This technique 
is especially adaptable for use on me- 
chanical products. 

At this point the salesman makes his 
first try for an order. If his prospect 
proves obdurate he continues with a 
discussion of features, each based on a 
specific buying motive, and each offer- 
ing an opportunity to close the order. 

If the order is still withheld, the 
salesman proceeds to the last section 
of the presentation. This section de- 
scribes a three-way “Yardstick for 
Value” in the form of three simple 
questions: (1) “Who Makes It?” (No 
product is better than its manufac- 
turer), (2) “Who Sells It?” (No 
product is better than the organiza- 
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View of the Bakelite Travelcade as set up in the Museum of Science and Industry, Chic 
The exhibit shows the wide application of plastics in industry. In connection with 
display, the company conducts a _ series 
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tion which sells, installs and maintains 
it in your home) and (3) “What Will 
It Do for Me?” (No product is better 
than the services it will perform) 
These three guide the salesman through 
the manufacturer story, the local 
dealer story, and a re-statement of the 
customer-benefits story. After each 
of them he again is in a position to 
ask for the order. Finally the G-1 
warranty is displayed—another bid fo: 
the order. 

The salesman’s closing effort is a 
testimonial folder of photographs and 
a list of local G-E users, which the 
dealer is expected to provide. The lat 
ter is offered the prospect as an aid 
in checking the performance and 
claims made for the product, and also 
gives the salesman an opportunity for 
a later “‘call back” on the prospect's 
findings. 

The presentation is bound in a rich 
red Heinn Sales-Pac with Talon clo- 
sure and is made available to dealers 
for their salesman at a nominal charge. 
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Third Dimension Pictures 
Used in House Organ 
@ THE NOVELTY of third dimen- 


sion pictures was used effectively in 
the fall issue of ‘““The Louis Allis Mes- 
senger,” published by The Louis Allis 
Company, Milwaukee, manufacture: 
of electric motors. This idea works by 
the process of printing the illustration 
in two colors, red and blue, not regis- 
tered, and when looked at through a 
pair of colored “glasses” known as a 
Macyscope, having one red and one 
blue cellulose lens, the pictures appear 
in three dimensions. 


A special twelve page section was 


30. 
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of technical and semi-technical lectures 
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Vveitial Industry Audience | 


and most Unf 


of any Aeronautical Business Magazine 


2 AVIATION 


AVIATION, America’s oldest aeronautical magazine, 
has been the leader for 24 years...and this leadership 


has never been more pronounced than it is right now. 


The total net paid circulation of Aviation has more 
than doubled during the past four years. The 34,390 
net paid circulation shown in the June, 1940 A.B.C. 
Statement is over 6,000 more than the figures for June, 
1939. And Aviation’'s circulation continues to increase 
in advance of the rapid expansion of the industry itself. 


-COVERING THE AVIATION MARKET 
WITH AVIATION 


Industry circulation .......... 10,848 First 


The Largest Industry Circulation of any Aeronautical Magazine 
— includes manufacturers of planes, engines and parts; air trans- 
port companies; distributors and dealers; airport executives; 
and men in various branches of government aviation such as 
the army and navy. 


MANUFACTURING CLASSIFICATION 





Aaoconte WEAGERCOUTOES «oo ccc cccctesecenes 3,168 First 
ee on nnn chee e eee ew oe 627 First 
Parts and Accessory Manufacturers ........... 1,465 First 

Total Manufacturing Classification .. 5,260 First 


GOVERNMENT CLASSIFICATION 
The Army Air Corps, the Naval Bureau of Aero- 
nautics, the Air Services, branches of govern- 
ee re 2,235 First 
INFLUENTIAL CLASSIFICATION 
Banks, investment houses and insurance companies 340 First 
Libraries, technical and other educational institu- 








CE 6c ek Wceusdssunkacaee acess = 1,990 First 
Companies and individuals interest in aviation 291 
Total Influential Classification . — 2,621 First 
OPERATING CLASSIFICATION 
EY eee rr ye 1,622 
Fixed Base Operators (Dealers, Distributors, Fly- 
ing Schools, etc.) .......... : 1,261 First 
Plane Owners, not otherwise classified 3,830 
eee here ee eee 4,336 
RN 65 bbc cineca udeteaene seed sso atic te 470 
Total Operating Classification ..... eer 
TOTAL EFFECTIVE CLASSIFICATION 
PENS fv avdc ccaca neabandasaw dens tae be 5,260 First 
SEE GiGeackdddencdchausu be seeease-nt . 2,235 First 
Te le cen Ide 5 eee aati ale are e 2,621 First 
er ee ee ee ee ee 11,519 
21,275 
PE ccrcddesisacewsehseeaekens es . 911 
EE. oct ended eins dnnecekeseueeeuresens 814 
TOTAL NET PAID CIRCULATION 
DEAL TON, BONE 6. veces ic sccewess eer, 
OU SY I ID a's ba wo ccev ened scene dé aaeikn 12,763 


DF PLAN NOW to advertise your products in the 1941 


in February. 











28,040 


34,390 
A 5-YEAR GROWTH IN NET PAID A.B.C. CIRCULATION 

















FIRST IN INDUSTRY COVERAGE 


Every branch of the industry is thoroughly covered. 
But even more significant is Aviation’s dominance in 
the key industry brackets. As the detailed circulation 
breakdown of Aviation shows, more than 46% — almost 
11,000 — of Aviation’s subscribers are men WITHIN 
THE INDUSTRY. For in keeping with a long established 
habit, these men who control the specifying and buy- 
ing in America's fastest growing industry, are depend- 
ing more than ever on Aviation for authoritative in- 
formation of the latest aeronautical developments. 


FIRST IN ADVERTISING VALUE 


The intensive readership Aviation enjoys applies to 
the readership of Aviation's advertising pages. Men 
throughout the industry look to Aviation for current 
buying information, essential in the present expansion 
program where speed with efficiency is imperative. 


Coming in February 
AVIATION’S 8th Annual Directory Issue 


Aviation’s Complete ‘‘All-American Air Show in Print’ 





...the principal and most authoritative source of in- 
formation on the aviation industry published. Its great 
reference value makes it widely used by all branches 
of the industry. The 1941 edition will be greatly ex- 
panded to include new data now vital to the indus- 
try’s need for more complete buying information. It will 
be the most comprehensive and valuable of the series. 


FEATURE SECTIONS INCLUDE: 


Complete description and performance details of Ameri- 
ca’s civil, transport and military aircraft illustrated by 
photographs and 3-view drawings. 


Complete detailed specifications of all aircraft and cn- 
gines (excluding only military models on restricted list). 
Complete Section of design detail drawings. Design trends 
will be graphically illustrated. 

Complete Directory of aircraft, engines, parts, accessories 
and equipment manufacturers — and principal personnel. 


CIRCULATION OVER 38,000 giving thorough coverage of 
aircraft manufacturers, engine and parts manufacturers (includ- 
ing sub-contractors), operators, government and military offi- 
cials, aircraft owners, dealers and distributors. Price 50¢ per copy 
on the newsstands. 


Edition of AVIATION’s 8th Annual Directory Issue... published 





















































































































This interesting die-cut folder-broadside of Reliance Electric & Engineering Company, Cleve- 
land, heralds the company's readiness for serving industry under the preparedness pro- 
gram. On the inside spread are reproduced clippings of articles and publicity which 
have appeared in business papers telling of the plant's enlargement and the develop- 


ment of new products and their application. 


Lithographed in tones of black and brown 





devoted to this feature, the first page 
of which explained how to use the 
Macyscope which was enclosed in an 
open end pocket afhxed to the page. 
nearly 


I ighteen illustrations, some 


full-page size, showed construction 
features, cut-away views, and installa 
tions of the company’s splash-proof 
motors. Short text emphasized the 
sales features. The tie-up was made 
in the introduction in this manner: 

] ] 


' 
colored Liasses 


I ok t x these 
illow a little time for your eyes to 
, 11 , » 
? is ind you wi see the REAI 
Sniach-Pronf ‘ 
"1 , 
Note how these pictures actually stand 
out in bold reliet in true third dimen 
sional eftect 
There ité di < 5 ns ecessalfry 
t lake these pi c ea 


y Just as there are three important pro 
tective features necessary to make da 
Splash-Proof motor REAL! 

“And all three of these important fea 
tures are to be had only in Louis Allis 
Splash-Proot motors.’ 


“The Louis. Allis 


ceived First Award in the house or- 


Messenger” re- 


gan competition, open division, at the 
Detroit Conference of the National 
Industrial Advertisers Association in 
September. The publication is one of 
the most unique in character and out- 


standing in design. 
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Bell & Howell Issues 

Another House Organ 

@ BECAUSE of the growing use of 
motion pictures as a teaching tool, 


Bell & 


manufacturer ot 


Howell Company, Chicago, 
motion picture 
cameras, projectors, and equipment, has 
launched a new house organ called 
“Filmo Visual Review” for educators. 
The new publication will be issued 
quarterly and take the place of a de- 
partment “Motion Pictures in Edu- 
cation” which formerly appeared in 


the company’s other house 


organ, 






ener $00 Pelee seewies 
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“Filmo Topics,” which has been pub- 
lished for fourteen years for personal 
movie makers. 

The new publication is 8% x 12 
inches in size, three columns to the 
page, and the first issue consisted of 
eight pages. It is printed in black on 
coated stock to give good reproduc 
tion of its many illustrations. The 
contents will serve to keep educator 
informed on the latest trends in th« 
use of motion pictures in their work 
ideas for making films, reviews of 
films available, and news about new 
equipment. 


Promotions at Willard 
Storage Battery 


Harry E. Evans, formerly assistant sales 
manager and prior to that sales promotio 
manager of the Willard Storage Battery 
Company, Cleveland, has been appointed 
manager, sales promotion, planning and 
market research department, of that con 
pany 

Howard G. Negus, formerly assistant 
advertising manager, has been promoted 
to advertising manager. 

L. G. DeMotte, formerly a member 
the advertising department, has been a; 
pointed assistant to the renewal sales mar 
ager 





This Stressometer was designed by the Mac- 
whyte Company and used in its exhibit at 
the National Safety Show to emphasize the 
importance of considering the angle of ap- 
plication in determining safe load for slings 
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LESTIMLAVGE 











Cover and specimen pages from Link-Belt Company's pamphlet presenting its new (ine 
of “Friction Fighter” bearings which have been designated according to prize-fichter 
classifications instead of the customary assignment of serial numbers denoting cap:c'ty 
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\N ARMAMENT SECTION IN EVERY ISSUE 


® Commonest artillery shell is the 75-mm., hence our 
frst special Armament Section dealt with it (Sept. 4). 
he second (Sept. 18) discussed the tank. The third 
(Oct. 2) tells how to make artillery cartridge cases 
‘or the 75-mm. shell. Illustrated above are five typical 
pages of the sixteen, giving dimensioned sketches of 
key parts and tools and detailed manufacturing in- 
S‘ructions. Written by Frank J. Lerro of Frankford 
Arsenal, it is an authoritative description of latest 
procedures. An added feature in the same section is 
jor Ginsburgh’s “Dynamics of Defense.” 
Similarly factual sections in subsequent issues deal 
th Heat-Treating and Welding Equipment in Ar- 


mament Manufacture, Adaptation of Present Shop 
Equipment for Shell Manufacture, How To Make 
the Garand Rifle, and similar immediate problems. 
News-worthy, timely, and accurate, these sections are 
drawing a tremendous reader reaction, which can be 
translated directly into greater readership for your 
advertising in American Machinist —if it tells how 
your equipment, your tools, your accessories, your 
supplies, can help Metal-Working do a better job 
faster in preparing for the defense of America. A post- 
card will bring you reprints of any or all of the 
sections to date, as long as our supply lasts: But don’t 
hesitate — they’re going fast. 























PROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Permission to Publish 
Customers’ Names? —_ 


We are issuing a new catalog on 
one of our instruments and would like 
to list the names of some prominent 
companies which are using the equip- 
ment. Is it necessary that we write 
for permission of each of these com- 
panies to include their names? How 
about governmental agencies? 

SALES PROMOTION MANAGER. 

We do not believe there is any legal 
point involved in listing the names of 
users of your equipment. If called 
upon, the larger companies will very 
frequently say “no.” On the other 
hand if they see their name in a long 
list without any testimonial they usu- 
ally do not complain. 

If your equipment is a part of a 
special process which the manufac- 
turer might want to keep secret, of 
course it would then be unwise to list 
the name without permission. Gener- 
ally speaking, however, we believe it 
is safer and better to get permission— 
on the other hand in the case of av- 
erage materials and equipment, you 
can probably get by 
proaching your customers. 


without ap- 


High Selectivity of 
Mailing Lists 


We are expanding our mailing list 
and in doing so will require greater 
selectivity. Can you tell me some- 
thing of the latest developments in 
this work? 

ADVERTISING MANAGER. 

Much has been done toward greater 
selectivity by manufacturers of ad- 
dressing equipment. The most used 
systems call for selection by— 

1. Industry, 

2. Products manufactured, 

3. Sales units, 

4. Customers and prospective cus- 
tomers. 

Some systems provide for quick 
visual hand selection; others for auto- 
matic mechanical selection. The high- 
est number of automatic divisions with 
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which we are familiar is forty-eight. 
It is naturally impractical for us to 
recommend the method you should 
use. We would, however, suggest a 
general policy. 

Do not classify your lists into more 
divisions than is absolutely necessary. 
If some special industry or groups of 
names are going to be used more than 
others, consider the possibility of keep- 
ing these in separate drawers regard- 
less of your automatic selection, be- 
cause it is very time-consuming to 
go through your whole mailing list 
for a few special groups, even though 
the selection is automatic. 

Special groups that are easily rec- 
ognized, like railroads, and coal mines, 
are good examples. 

We urge you to get in touch with 
the manufacturers of addressing equip- 
ment who train their men to solve the 
problems of their customers. These 
men, you will generally find, most 
helpful in working out a special sys- 
tem that will be best for your com- 
pany. 


Personalizing and 
Timing Advertising 


I have heard a great deal about sales 
promotion departments serving as 4 
connecting link between advertising 
and sales. Now our sales manager tells 
me about one department that is writ- 
ing letters and personalizing them 
with the salesmen’s own names. Can 
you give me any information on this 
subject? 

ADVERTISING MANAGER. 

There are two general plans that 
might be followed by the sales pro- 
motion or advertising department. 


1. Under this plan the sales pro- 
motion division releases regular di- 
rect mail campaigns including fold- 
ers, booklets, advertisement reprints, 
etc., attaching a letter or simple note. 
The material is passed on to the sales- 
men, who sign the letters going into 
their territory. 

2. Under this plan, no general 
mailings are made, but the salesmen 





determine what product or products 
the customer is interested in—either 
that he has already spoken to them 
about or has not spoken to them about 
(as the case may be)—and then ask 
the sales promotion division to write 
a short note and send the advertising 
literature, signing his name to the 
letter. This system times the adver- 
tising with the salesmen’s presenta- 
tions and of course personalizes the 
mailing. 

Both methods are helpful in devel- 
oping good market team-work be- 
tween the advertising and sales de- 
partments. 


Advertising Themes for 
Over-sold Conditions 


Our plant is completely sold out 
well into next year and I am con- 
fronted with the question not only as 
to whether we should continue adver- 
tising, but also what to say in our 
advertising if we do continue it. I 
would like to hear what others are 
doing along this line. 


ADVERTISING MANAGER. 


We believe it is very desirable to 
continue advertising, even though you 
are in an over-sold condition. J. H. 
Van Deventer, editor of The Iron Age, 
emphasized this point in his editorial 
Sept. 26, headed “The Girl He Left 
Behind Him.” If you would be in- 
terested, I am sure The Iron Age 
would be glad to send you a copy 
of this editorial, which brought out 
the importance of keeping your ad- 
vertising before your customer, even 
though you are not able to take care 
of his current requirements. In this 
way your customer will not have for- 
gotten you by the time you are look 
ing for business. 

The question as to what to do with 
the advertising appropriation and what 
to say in advertisements represents 4 
more difficult problem. Under these 
circumstances, we believe advertising 
appropriations should be used first to 
maintain your name and good will 
among your customers and prospec- 
tive customers. Second, instead ot! 
spending money that will secure im- 
mediate orders, part of the appropri- 
tion should be used to secure long 
range values. 

This would include helpful service 
literature, instruction booklets, data 
booklets, and similar material that w'!! 
help your customers do a better job 

(Continued on Page 98) 
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I. chemical engineering developments are 


DAI icine translated in plants with remarkable 
speed. Six synthetic rubber plants are getting set 
to make! industrial history. A new process for 
gaittes! toto! for explosives was recently an- 
a and today a $1,500,000 plant is being 
= for action. 

Less spectacular, but of equal market signifi- 
cance, is the construction of new plants to pro- 
duce all sorts of familiar products — from 
explosives to cigarette paper. Sales opportunities 
from this source alone mark this as your Number 
One industrial market. 

In thousands of established plants management 
is. double checking production equipment. Strenu- 


Ous months are ahead when operations must run 
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industries activity along three-fold lines. 








ants under construction and the announcement of others mark 


Rated 


),000 market under 1939 conditions, the process indus 


irket will offer a far greater sales territory in the months ahead. 


smoothly — at top speed and at as low a cost 
as possible. Now if ever, the story of new and 
better products will get a receptive hearing. 

To meet the needs of this enlarged market we 
have increased the edition of the 1941 Catalog 
to 15,000 copies. This insures adequate coverage 
of the 26 basic industries market. For 25 years 
leading manufacturers of chemicals, raw materials, 
and all types of manufacturing equipment have 
used Chemical Engineering Catalog to get broad 
distribution of their sales story. 

Arrange now to set up your sales story in lasting 
form in every active plant of this $6,000,000,000 
market. Mailing list and sales bulletin services 
are available at once under terms of Catalog 


Service Contract. 


@ FOR FULL DETAILS OF THIS 
¢ GREAT 26-INDUSTRY MARKET GET OUR 
BOOKLET, MEN, MONEY AND MARKETS” 
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A Job for Advertising 
Too Often Overlooked 


@ ADVERTISING’S usefulness has not ended 
once a sale is made. Instead, there then is a new 
and, in one sense, an equally important function 
which it can perform. That is the task of keep- 
ing the buyer sold until the time when additional 
purchases are required. This phase of advertis- 
ing is too often completely overlooked as a spe- 
cial activity, and seldom recognized as one of the 
great values of a continuous advertising pro- 
gram. 

Those who are not doing it now, should lose 
no time in setting up a carefully prepared plan 
for systematically selling buyers on the idea that 
they have made a good purchase and were justi- 
fied in selecting these products because of the 
value they represent. In other words, never al- 
lowing the buyer to question his own judgment 
with regard to picking his source of supply. 

The beginning of such a campaign could start 
with a simple but attractive and appropriate en- 
closure to accompany the shipment and ad- 
dressed to the person who will have charge of 
using the equipment or material. This would 
assure him of the quality of the product and its 
adaptability to his requirements. It might 
briefly suggest proper usage and care, and ac- 
quaint the person with the company’s guarantee 
and its engineering or advisory service to assist 
the buyer to get utmost value from his purchase. 
Above all be specific, and tell just where and to 
whom to apply for this series. 

The purchasing agent and other buying fac- 
tors in the customer’s plant might be covered 
with letters pointed in appropriate style, and 
subsequently other letters or literature should 
be addressed to all factors telling how other users 
are benefitting from the product and inquiring 
whether the service bureau might be useful to 
them in attaining similar results. 

The cost of getting a new customer is great, 
and once on the books certainly the reasonable 
cost of keeping him sold should not be spared. 
The plan should be designed to impress him in 
a nice way with the concern over his welfare in 
relation to the product and services and with 
the realization of responsibility to him as a cus- 
tomer and friend. That kind of advertising 
should never cease. And its importance grows 
in proportion to the amount of business on the 
production line. Keep your customers sold with 
advertising. 
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Power of Prices in 
Advertisements 


@ A TRIP through the pages of any business 
paper and one is amazed at the all but total lack 
of prices in its advertising pages. Can it be that 
industrial advertisers are afraid to mention their 
prices because they fear they may be out of line, 
or is it that they are not acquainted with the 
power of prices in the sale of merchandise? 


The greatest example of the selling ability of 
advertising is in the retail field. Merchandising 
managers of our large department stores would 
not think of running their ads without prices, 
because advertising, after all, is mews—news 
about merchandise—and the story is not com- 
plete unless the price is told. The average per- 
son has a fair appreciation of value and is rea- 
sonable in his demands; therefore, advertisers 
need not hesitate to reveal prices but instead 
should use them prominently in their copy as 
further evidence that the goods being offered 
are a real value. Withholding prices only serves 
to confuse people and establish doubt. A sale is 
seldom made until the price is known and the 
true value of an article in relation to the service 
it is designed to perform cannot be fully realized 
without reference to its cost. 

Some industrial advertisers say their price 
structure is too involved because of variance in 
models, accessories, and other factors to make 
use of prices in their advertising practicable. 
This does not, however, prohibit them from giv- 
ing some basic idea of the cost of the product 
with reference to a particular kind of job for 
which it is adapted. Some business paper adver- 
tisers do this, and it would be next to impossible 
to get them to spend money for advertising in 
which they could not mention the fair cost of 
their equipment because they have learned from 
experience that prices are not an impediment to 
advertising results, but rather a stimulant. 


Advertising to Dealers 


@ COPY which appears in trade or dealer pub 
lications should be addressed to their readers spe 
cifically in terms of their interests with regard 
to the product advertised. The extra cost o! 
preparing these special ads is fully justified and 
will be more than offset by the effect obtaine 
Study the dealer sales program and make t! 
trade paper advertising activity a valuabe 
auxiliary to it. 
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‘oing — going — gone! And a record breaking Electrical Buyers Reference closed its 





forms with more than twice as many pages as in any previous edition! Over 250 manu- 
facturers are offering their condensed catalogs to more than 30,000 electrical men, who 
will receive the new volume late this year. 

Now our promotion boys are ready to let go with a three color insert, listing all 
participating manufacturers and blasting this new edition to the electrical world at large. 
This will be followed by a continuous program of promotion, constantly reminding re- 
cipients of the Buyers Reference of the valuable product data it contains. 

Our thanks to the host of manufacturers listed below, who signed contract blanks 
for this edition. And our apologies to those who missed the boat, because of our closing 
date. We'll be around early next year! 


have included catalog material in the 1941 Edition 


C-O-Two Fire Equipment Co. 
Continental-Diamond Fibre Co. 
T. J. Cope, Inc. 

Cornell Dubilier 

S. H. Couch Co. 

The R. W. Cramer Co., Inc. 
Curtis Lighting, Inc. 
Cutler-Hammer, Inc. 

Davey Tree Expert Co. 
Day-Brite Lighting, Inc. 

Delta Star Electric Co. 

Dial Light Co. of America, Inc. 
Dongan Electric Mfg. Co. 
Doors & Operators, Inc. 
Dossert & Company 

Struthers Dunn, Inc. 

Durakool, Inc. 

The Eastern Specialty Co. 
Edwards & Company 

Efcolite Corp. 

Efficiency Electric & Mfg. Co. 
Electric Furnace Co. 


Electric Power Construction, 
Inc 

Electric Power Equipment Corp. 

Electric Service Supplies Co. 

The Electric Soldering Iron Co., 
Inc 

Electric Storage Battery Co. 

— ‘al Engineers Equipment 


Erie Electric Co., Inc. 
Fairbanks, Morse Co. 

Fargo Mfg. Co. 

John E. Fast & Co. 

Fibre Conduit Co. 

Fidel Machine Co. 

The Charles Fisher Spring Co. 
The Formica Insulation Co. 
The Fostoria Pressed Steel Corp. 
Frankel Connector Co., Inc. 
Fulln Mfg. Co. 

The G. C. A. Mfg. Co. 

Gardner Electric Mfg. Co. 


Gene Electric Co. 
(Bridgeport) 
General Electric Co. 
(S ectady) 
General Electric Co., Lamp Div. 
Gener Plate Division of 
Me & Controls Corp. 
J.P ison & Co., Inc. 
Globx hting Fixture Mfg. Co. 


Graybar Electric Co. 
Greenlee Tool Co. 


Hardwick-Hindle, Inc. 


Haydon Manufacturing Co., Inc. 
Heinemann Circuit Breaker Co. 


Heron Electric Sales Corp. 

The Herwig Co. 

W. A. Hesse & Co. 

Homer Commutator Corp. 

Hoskins Manufacturing Co. 

Hygrade Sylvania Corp. 

Ideal Commutator Dresser Co. 

Illinois Electric Porcelain Co. 

Ilsco Copper Tube & Products 
Co. 

Imperial Porcelain Works, Inc. 

Irvington Varnish & Insulator 
Co. 

I-T-E Circuit Breaker Co. 

Jefferson Electric Co. 

Johnson Bronze Co. 

Johns-Manville 


F. D. Kees Mfg. Co. 
Keystone Carbon Co. 
Kent Metal Mfg. Co. 
Killark Electric Mfg. Co. 
Kimble Electric Co. 
Mathias Klein & Sons 
Krueger & Hudepohl 
Kuhlman Electric Co. 
Kurman Electric Co. 
Kwikon Company 
Laduby Company 
Leach Relay Co. 
Leeds & Northrup Co. 
Gustave Lidseen, Inc. 
Lightolier Company 
Lowell Wrench Co. 


The M & W Electric Mfg. Co., 
Inc. 

Macallen Company 

Magnetic Windings Co. 

McGill Mfg. Co. 

McIntire Connector Co. 

Metropolitan Electric Mfg. Co. 

Mica Insulator Co. 

Misener Mfg. Co. 

Moloney Electric Co. 

Monarch Fuse Co. 

Morganite Brush Co. 

D. J. Murray Mfg. Co. 


The National Acme Co. 


National Carbon Co. 
(Cleveland) 


National Carbon Company, Inc. 


(N. Y.) 
National Pole & Treating Co. 
National Store Front Company 
National Vulcanized Fibre Co. 
Naugle Pole & Tie Corp. 
New England Mica Company 
Newport News Shipbuilding & 
Dry Dock Co. 
Noma Electric Corp. 
Northwestern Clock Co. 
Okonite Company 
D. W. Onan & Sons 
Overbagh & Ayres Mfg. Co. 
Pacific Electric Mfg. Corp. 
Page and Hill Company 
T. M. Partridge Lumber Co. 
Penn-Union Electric Corp. 
Pennsylvania Transformer Co. 
The Plainville Electrical 
Products Co. 
Porcelain Insulator Co. 
Portland-Monson Slate Co. 
Pure Carbon Company, Inc. 
R. L. M. Institute 
Ralco Mfg. Co. 


The Rattan Manufacturing Co. 


The Rawlplug Co., Inc. 
Reliable Electric Co. 


Reliance Automatic Lighting Co. 


Revere Electric Co. 
The Ridge Tool Co. 


The A. E. Rittenhouse Co., Inc. 


Rockbestos Products Co. 

John A. Roebling’s Sons Co. 

Roller-Smith Company 

The Ruberoid Co. 

S K F Industries Co. 

Sangamo Electric Co. 

Schwarze Electric Co. 

Scott Pole & Treating Co. 

Self Lifting Piano Truck Co. 

Shepler Manufacturing Co. 

H. B. Sherman Mfg. Co. 

Signal Engineering & Mfg. Co. 

Simplet Electric Co. 

Sleeper & Hartley, Inc. 

Sola Electric Co. 

Sorgel Electric Co. 

South Bend Current Controller 
Co. 


Spero Electric Corp. 

Stackpole Carbon Company 

The Standard Insulation Co. 

Standard Transformer Co. 

The Stanley Works 

Star Porcelain Co. 

The States Company 

Steel City Electric Co. 

The Stewart Iron Works Co., Inc. 

Super Tool Co. 

Superior Carbon Products, Inc. 

Synthane Corp. 

Taylor Fibre Co. 

Thermador Electrical Mfg. Co. 

The Thomas & Betts Co., Inc. 

Thomas & Skinner Steel 
Products Co. 

Thompson Electric Co. 

Toledo Pipe Threading Machine 
Co. 

Toledo Standard Commutator 
Co. 

The Tork Clock Co., Inc. 

The Trumbull Electric Mfg. Co. 

Union Electrical Porcelain 
Works 

United States Rubber Co. 

R. E. Uptegraff Mfg. Co. 

Valentine Clark Co. 

Van Cleef Bros. 

Victor Insulators, Inc. 

Wagner Electric Corp. 

Ward Leonard Electric Co. 

West Dodd Lightning Conductor 
Corp. 

Westinghouse Electric & Mfg. Co. 

Westinghouse Electric & Mfg. 
Co., Lamp Div. 

Westinghouse Electric Supply 
Co. 

Weston Electrical Instrument 
Corp. 

Wheeler Reflector Company 

Wilmington Fibre Specialty Co. 

Wiremold Company 

Wolverine Tube Co. 

Work-O-Lite Co. 

Wm. Wurdack Electric Mfg. Co. 

Zophar Mills, Inc. 

° 


Our apologies to manufacturers not 
included. This list is as complete as 
we could make it as this ad goes 
to press. 


McGRAW-HILL CATALOG SERVICE © 330 WEST 42nd STREET, NEW YORK, N. Y 














NIAA Conference Clinic Reports 


Measuring advertising results; coordination of adver- 
tising with selling; getting and using market data 


Coordination of Advertising with Selling: and How 
To Win Active Codperation with Salesmen 


D. Clinton Grove, Ad ertising 
Blaw-Knox Company, Pitts 


Chairman 
Manager 
burgh. 


@ DISCUSSING coérdination of adver 
tising with selling from the angle of the 
relationship between the advertising de 
partment and the sales department, G. B 
Cushing, manager sales promotion, A. M 
Byers Company, Pittsburgh, asserted that 
the question of whether management views 
the advertising department as visionary or 
practical depends upon whether the ad- 
vertising manager talks about the me 
chanics of advertising or in terms of sales 
accomplishment 


“It's the old principle that people who 
talk about us and our interests instead of 
about themselves and their interests are 
most admired,” Mr. Cushing declared 

“Talk to the sales manager about in- 
creased sales, and to the president about 
increased profits and watch them listen 
Few sales or management executives are 
interested in the details of advertising 
That's why they hire an advertising man- 
ager. If you want management's 
support, strike first for the support of the 
sales force. Get them enthusiastic about 
their advertising and you'll go places with 
their bosses 


“To do this, don't let advertising hog 
the credit for the sales Be generous, 
give the credit to the salesmen You'll 
get yours in due time. If we are to enlist 
the enthusiastic support of the sales or- 
ganization for an advertising campaign, 
then we had better exhibit some humility, 
play down advertising, and sell the sales 
men on the fact that advertising is but a 
sales tool and the advertising department 
but a servant of the sales department 
[he moment the advertising department 
begins to throw at the teeth of the sales 
man, the wonders and accomplishments 
that have resulted from advertising, the 
salesman, very naturally. begins to think 
that he has a competitor instead of a 
helper. On the other hand, keep man 
agement constantly conscious of advertis 
ing, keep showing them how it supports 
the efforts of their salesmen.” 

Mr. Cushing suggested that an adver 
tising manager should get well acquainted 
with the sales manager. Have lunch with 
him every day, he advised, and learn his 
current problems and discover ways in 
which to help him He pointed out that 
an advertising manager, after surveying 
the tools with which a job might be ac 
complished, will discover that there are 


many places where advertising is not only 


the most logical but the least expensive 


56 


method. On the other hand, there will 
be sales jobs to be accomplished where 
personal selling is not only more effective 
but more economical. Advertising man- 
agers, Mr. Cushing declared, often think 
too much about advertising and not enough 
about selling 

Advertising departments function some- 
times like firemen, he further asserted. 
They wait until the sales department calls 
for help, but unfortunately these calls 
come too infrequently because most good 
salesmen feel sufficient unto themselves 
If, on the other hand, the advertising de- 
partment displays initiative, and volunteers 
to step in and lend a helping hand to 
apply recognition, they will find an in- 
creasing demand for its services 

Mr. Cushing favors the use of a com- 
mon file system with the sales department, 
the latter to use yellow second sheets and 
the advertising department blue. These 
blue sheets will peep out and proclaim the 
advertising department as a salesman. Do 
not try to keep the promotional group as 
a separate entity, he advised, but drive to 
keep that department merged with the 
sales department and thus be accepted as 
one of them 

At least twice a year visit every one of 
the field offices, he further recommended, 





Advertising 
Agency, Pittsburgh, presents a chart talk at 
a NIAA clinic on the best methods of secur- 
ing the codperation of salesmen for an 
advertising campaign, based on a case 
study of the Commins Engine Company 


William C. Arther, Ensign 


holding informal meetings with the sales 
men and managers and encourage them to 
criticize constructively. They will offer 
concrete suggestions. For instance, that 
layouts should be made smaller so they 
will fit into a brief case, or that brief cases 
should be made larger to hold all the sales 
literature. 

“Does it pay?’ Mr. Cushing questioned 
“Well,” he answered, “we wouldn't trade 
the support we get from our salesmen, 
division office secretaries, and managers 
for anything in the business world, be 
cause at our annual managers’ meeting 
when promotion plans for the coming year 
are discussed, these men are the jury and 
the management merely becomes the pre 
siding judge.” 

Referring to his company’s sales train 
ing program, Mr. Cushing stated that a 
part of every sales student's training is to 
spend a month in the advertising depart 
ment. While he is there he works, not as 
an observer but as an actual advertising 
apprentice. When he leaves for his next 
assignment, he is given an oral quiz to 
find out how much he has learned 
“And,” Mr. Cushing emphasized, “in a 
month of concentrated work, he can learn 
more about advertising than many sales 
men learn in a life time. . After he 
has abstracted the comments from a thou 
sand letters resulting from a direct mail 
campaign, no one can ever tell him that 
people are too busy to read advertising, or 
after he organizes the results of an annua! 
reading habit survey, he no longer thinks 
that we buy publication space because we 
have a friend in the publishing business 
And if he has any notions that factual 
copy material comes out of silk hats, h« 
changes his mind by the time he has read 
forty or fifty poorly written sales reports 
In short, the day he is assigned to a field 
selling job, that very day the advertisi: 
department acquires another staunch sup 
porter of our belief that good advertisir 
definitely contributes to the manufactur 
of a sale.” 

W. C. Arthur, F. A. Ensign Advert 
ing Agency, Inc., Pittsburgh, gave { 
points to follow in setting up a success! 
practice of securing the codperation 
salesmen for an advertising campaign 

1. Advertising department to beco: 
personally acquainted with the salesmen 
studying their problems and understa 
ing the salesman’s attitude. 

2. Traveling in the field, visiting p 
pects and present customers, and find 
out sales resistance. 

3. Preparation of sales material 
publication advertising based upon 
knowledge of the product and of the p: 
pects based upon first hand contact 

4. Selling the sales manager and 
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IF YOUR DEVELOPMENTS 
ft this MARKET.... 


ertise them in The Paper Industry and 
Peper World. Here you have an independ- 
monthly educational news magazine 

h has the most concentrated circula- 

n the Paper and Pulp Manufacturing 
80% of whose subscribers are in- 

luals who influence, specify, or actu- 
purchase products, including machin- 

nd equipment needed in daily opera- 


ation figures prove that its penetra- 
trength makes it the most logical me- 
for promoting sales in this impor- 


held. a Combination rates apply for space. 

a 

NOW IS THE TIME Get your share of the vast amount of business which this market offers. 
TO ACT! Be sure to include these two mediums in your 1941 advertising budget. 





y IN PAPER AND PULP MILL 
CATALOGUE & ENGINEERING 
HANDBOOK you Aaue... 


the means of cataloguing your products in 
detail, giving them first consideration when 
purchases are to be made. 










It has year ’round usage . . . no sales op- 
portunities lost due to misfiled catalogues 
or bulletins. 

It goes to one or more “key” men in every 
operating paper and pulp mill in the 
United States and Canada. 










Not a directory, but a permanent classified 
reference source, which mill men, en- 
gineers, and supply purchasers need at the 
time it is wanted. 
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THE PAPER INDUSTRY and PAPER WORLD [eee 
PAPER and PULP MILL CATALOGUE [iecgemesits 


Published By 
FRITZ PUBLICATIONS, INC., 59 E. Van Buren St., Chicago 















will be pleased to 


help you plan your 
advertising program. 
Feel free to call. 
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Frank W. Pensinger, advertising manager, Landis Tool Company, Waynesboro, Pa., speaking, 
and Walter H. Gebhart, sales manager, Industrial Division, Henry Disston & Sons, Inc., 
Philadelphia, seated, were co-chairmen of the clinic on “Measuring Advertising Results,” 
sponsored by Mason-Dixon and Philadelphia chapters. Twenty-five case studies were given 


alesmen on the advertising program 
How to sell the distributor or agent on 
the value of advertising was ably dem 
onstrated with actual examples by David 
A. Wolff, advertising manager, Edwin L 
Wiegand & Co. He used as his first ex 
ample The Koehring Company of Mil 
waukee. As soon as one of its advertise 
ments is prepared, Mr. Wolff explained, 
regardless of when it is to appear in a 
publication, preprints are sent to the sales 
men with a letter amplifying the sales 
message it carries This letter not only 


} 


gives the salesman a clearer picture of the 


equipment being advertised, but because 


] 


it is personalized, leads the salesman to 


actually read the advertisement and tie in 
his efforts with the campaign as a whole 
In order to be sure that salesmen are 
amiliar with all of the literature issued, 
the Koehring Company distributes a 
nacket which contains one copy of all 


catalogs and bulletins at stated intervals 
This helps the distributor to check his 
tock. familiarize himself with items he 

iy have forgottet und constantly re 
minds him of the fact that The Koehring 
Company is coéperating to the Nth degre« 

supplying necessary sales helps 

R. G. LeTourneau, Inc Peoria, IIl., 
ends out reprints of its advertisments in 


standard letter file size folders. Inasmuch 
us its advertising is prepared with the idea 
that each advertisement will give the dis 
tributor selling ideas, it is felt that this 
advertising 
us considerable valu In addition to 


this, LeTourneau has w irked out a scheme 


system otf merchandising the 


} 


whereby when a photograph from a dis 
tributor’s territory is used in an adver 
tisement. a 16x20-inch enlargement is sent 
to the dealer with a letter telling him the 
photograph is appearing in an advertise 
ment and listing where it will be used 
This enlargement idea is not expensive, 
the cost in quantities being about $3 for 
each framed picture, and it personalizes 
the entire transaction because it is simply 
human nature for each dealer to be in 
tensely interested in what goes on in his 
own territory 

The Bucyrus-Erie Company, to whom 
the distributor is a vitally important fac 
tor, has adopted the thought that its ad 
vertising department is also the service 
department of the distributor and his sales 
organization Such cooperation cuts down 
time and distance and brings the principal 
in tune with all of the distributors’ ac 
tivities Properly carried out, it changes 
the status of the distributor's salesman 
from that of indirect control to that of 
intimate personal acquaintance This at 
titude is somewhat different than being 
lust an advertising or sales promotion de 
] 


1s 


partment of a manufacturer which extenc 
ertain services to its distributors 


The Caterpillar Tractor Company which 
has 110 distributors, privately owned, 
operating as a self-contained business, do 
ing its own advertising, selling, financing, 
and accounting, codperates with the dis- 
tributor’s advertising on a 50-50 basis 
Plates of illustrations featuring stories 
from territories all over the United States 
and Canada are available to distributors 
for making up a direct mail piece of their 
own, using those pictures taken in their 
respective territories. As the great num- 
ber of monthly proofs come through the 
Caterpillar office they are ear-marked for 
the distributor whose territory is repre 
sented and are made into a direct mail 
dummy and sent to him with production 
costs attached. If the distributor wishes 
to produce the piece, he informs the Cater 
pillar company of the thoughts he would 
like to have incorporated on the reverse 
side of the proof and the company then 
writes the copy for him. The distributor, 
»f course, is free to ask for the plates and 
produce his own copy, artwork, and print 
ing through some local source 


Other examples of equal importance 
were shown by Mr. Wolff covering such 
companies as The Macwhyte Company, 
Kenosha, Wis.: The Blaw-Knox Company, 
Pittsburgh; and the Schramm, Inc., West 
Chester, Pa 


“Distributors have one thing in com- 
mon,” declared Mr. Wolff, “with the ex 
ception of course of those who are financed 
largely through the manufacturer, and that 
is they represent many lines of products 
and very naturally push those lines which 
are either easier to sell or give them 
the most profit on each sale. This is 
simply human nature and by its very ob- 
vious existence proves the necessity for 
more active coordination of advertising 
and sales on the part of any one manu 
facturer to get his own products pushed 
to the exclusion of other items of mer- 
chandise carried by distributors.” 


In answering the question “How to edu 
cate the distributor to distinguish between 
wasteful and profitable expenditure for 
advertising’ Mr. Wolff stated that first 
among the items which can be cited in 
connection with this question is adver- 
tising by the distributor in local publica- 
tions of a more or less doubtful nature, 
sometimes at the principal's expense, and 
other local advertising propaganda. Sev- 
eral researches have been made to deter 
mine the leadership value of local vs 
national media, a recent one being such a 
study in the state of Michigan made by 
members of the Construction Equipment 
Advertisers group, an outgrowth of, but 
not part of the NIAA. The results of 
this study are obtainable from the secre 
tary of the group 
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Measuring Advertising Results 


Chairman: Walter H. Gebhart, sales man 
ager, Industrial Division, Henry Disston 
& Sons, Inc., Philadelphi 


@ TWENTY-FIVE case studies, proving 
the effectiveness of advertising, the out 
growth of a questionnaire mailed last 
spring by the Eastern Industrial Adver 
tisers, were presented at this clinic together 
with illustrated charts. In addition to this 
display, twenty-six questions and answers 
were discussed, among which were the fol 
lowing: 


What are the various methods of measur 
ing advertising results? 


1. Sales—comparing industry sales wit! 
your company’s sales 

2. Inquiries. 

3. Recognition studies to determine 
the proportion who know your company 

4. Preference studies—determining the 
degree to which your company is pre 
ferred 

5. Product concentration — comparing 
the trends for your advertised products 
vs. the unadvertised. 

6. Market concentration — comparing 
the results in markets advertised to vs 
those not advertised to 

7. Costs—well-advertised products have 
a lower sales cost 

8. Advertising recall—analyze the d 
gree to which your advertising is recall 
by readers. 

9. Price 
mand a price 

10. Message test the de 
the message you are emp! 


C alled by reader Ss 


Granted that the case histories shown den 
onstrate that the advertising has bee 
effective for the companies under di 

but that doesn’t prove that all 

advertising pays. 


well-advertised products cor 


gree to whi 
lasizing is 


cussion 


One thing these case histories definits 
prove is that industrial and trade pub 
cations are read, and that those who read 
them react to the messages found on tl 
advertising pages. Whether the advert 
ing pays or not is up to the advertiser. I! 
he has the right product, picks the right 
media, and properly uses the space, 
will get results. 


Brown Instrument Company, through « 
centrating its advertising in the leadi 
publication in its market, received 
greater measurable response from its 
vestment Just how can that be 
counted for’ 


No two companies would get the sa: 
results However, there are two fact 
that seem to be involved here Fir 
there is the physical dimension factor 
be considered. A spread is really sev 
per cent larger than two single pag: 
because in the case of a spread you 
bleed into the gutter. In the case of bli 
pages you actually get fifty per cent n 
space to tell your story. Dr. Starch for 
in his analysis of five million inqui 
that effectiveness of an advertisement 
in proportion to its size. Color als 
creases the effectiveness of an advert 
ment by fifty-three per cent 

The second thing that must be 
sidered is that if you examine, let us 
three magazines covering the same f 
you will find that although they are 
tively close as far as price per page '5 
concerned, their effectiveness—as measured 
by the number of men they reach ir 
field under consideration—varies cot! 
erably. In one case, the first public 
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methina to youl 
aS d 
ELECTRICAL AUVERTISERS 


It means that Electric Light and Power has the Edi- 


torial Influence that commands Readership. 


It means that the readers of Electric Light and Power, 
all KEY MEN in electric utilities . . . men who specify 
and buy your products, are guided by the advertising 


support that makes this Editorial Influence possible. 


It means that Electric Light and Power, with PROVEN 


Editorial Leadership .. . 
the FIRST paper in Utility Coverage— 
the First paper in Economy— 


should be FIRST on your list of media for 1941. 


Electric Light and Power 
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Wroe Alderson, Division of Commercial Research, Curtis Publishing Company, addressing 
the clinic on “Market Information—How to Get It and Use It" at the Detroit NIAA Con- 
ference. Other speakers were, seated, Charles M. Reesey, Cincinnati Milling Machine 
Company; George F. Mathews, The Lunkenheimer Company; and Ralph C. Greiner, 
McGraw-Hill Publishing Company, Cleveland. The clinic was sponsored by Cincinnati chapter 





reached 895.5 per ent of the mer the In evaluating advertising results, the 
second $3.8 per cent; the third 35.8 per mail questionnaire is of great value. For 
cent The first, in this case, is 244 pet many types of questions, any group that 
cent greater in its effectiveness than the replies is in tact representative of the 
- . : : 
third publication. It is interesting to note whole This can be easily tested by mail 
th it the size of circulation lone is little ing i questior naire to the group Let s 
guide to the effectivenes { the media say you get twenty-five per cent returns 
fter the answers are all in and tabulated 
can 1 tell af 1dvertis na t 
H ? ve i a I ul the same questionnaire to those whe 
; ¢ macgavTine i ; it y y wits } ° j j 
pecs Meges S progcucmng resur lid not reply. You'll find that you not 
, 
Here is one wa Before the campaig ly get another twenty-hve per cent re 
, nor che nl hos beslataal 
tart send a questionnaire to the re ders opuEiss Dut ‘ replies whel tadulated 
| that publication usking them a questior vil oO ilmost identical with the first 
nething like this, “Please list in the | 8toup of answers. The technique of a 
ee: 4 hh. nd teat ntelligenth 
order of your preference the manufactur urvey should be sound, but if intelligently 
ers you would consider if you were it ised, the Ai SuT Vey a iny purposes, 
the market for X product You will find s superior to a held investigation, par 
‘ . rly st rile ne r b os nom ¥ < 
out where your ompany stands and Matty | niy one or a few points must 
= , is hich nici j ‘ ; 
juickly too Ther ifter » vear f ad € esta shed ipidly a é MIC ally 
vertising, send the same pr ip the same Statistics that a ive? company devel ps 
jue stionnatire You il thet compare showing the merit ef adve tising are t 
your standing after a year of advertising eal value to the advertising department 
| far y ' ’ ' ; 
to your original standing but they should be brought to the at 
j } 
ntion of management and ordinarily 
Sup} ve nat De ad sing 1 I l z 
; nanagement is bored stiff—can't be in 
: , terested. What ca do about it 
ré ind afte questi hnre would not 
hy 6 ceful is bh , ; , > , ' 7 , 
€ as usejul in this case as tf we were Management should be mighty inter 
startiy ; r rel } ravine , ‘ 1 , 
arcing out in ad new magdzi Hou ested if we can come to the point We 
| il. pena " 
tid we test how much our ad Ising yiten have to prepare elaborate statistics, 
imh . wiy “fay ‘ i ) 
has improved our standing t is true, to solve a problem, but don't 
, : , ike management wade through all of 
One way is to send to a list of readers ail *. ahnne t 
yet , that It's about as interesting as reading 
the publication that you've been ad a. aes >I 
; 1 multiplication table. Pull out the salient 
vertising in a Questionnaire to determine f ‘ f } 
. : acts and eed them to management one 
your standing Ther get a list of other ’ | 
: . . it a time Don't expect them to assimilate 
livid | 
individuals as imilar te the subscriber } 


a quarter-hour the reasoning it has 
taken us months to evolve. So throw away 
the bulk of the details and dress up the 


group as possible, making sure that they 


have the same kind of jobs and ire in the 


_ — industri Send the same questior balance by graphic illustrations, color, and 
ire to them One group has been cul . of. me | ye > of 
, : ill the other tricks of the trade that make 
tivated by advertising. the other has not we Jvertising interesting and . ; 
Fror in cunien of el aninitt aus oak our advertising interesting and convincing 
eee al ected Are to prospects And finally, house your 
ae i 4 gegre¢ oe rs I your adver selling presentations hecause that’s ac 
BSUEIG as Deen successiu tually what your “proof of the value of 
If you are selling to municipalities, the idvertising’ is—in a handsome binding 
state and gove ment. the low bidder Be proud of your story and you will get 
takes the jol Can advertising be of ittentior 
he neji here H could it he meas Most of the case histories of advertising 
ured effectiveness sh iw Imecredse in sales as 
Supp se vou were manufacturer { the measure of success As we are in 
pumps. Your advertising would bring 1 sellers’ market many companies have 
vour line to the attention of ef gineers and all the business they can handle and 
designers of pumping stations, for ir vill not use advertising for this pur 
stance If vou can sell them on the ad pose Is advertising still necessary? 
vantages of your pumps, they ll buil 
crag en yrs to " cheis Pons Teal : we Yes. Successful companies advertise in 
a: oe os te as i eee wn go d times and bad. Many companies that 
prod aa You cam determine war aad ave stopped advertising when they were 
ing with them through recognition ques wersold have had to give sae A before 
° es . more farsighted competitors. We must 
idvertise to keep our share of the busi 
Som esearch men question the vaiue of ness when times return to normal How 
mail questionnaires Think of all the ever, as advertising is now busy at many 
people who do not answer them. Might jobs other than increasing sales, it is high 
not the opinion of those you do not ly desirable for us to devise methods of 
hear from be at variance with those analyzing the success of advertising at 
who reply? these jobs. For instance, two companies 
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must each neglect a large number of their 
old customers whom they cannot serve be 
cause they cannot produce goods fast 
enough. One advertiser keeps from se 
curing its old customers’ resentment—th« 
other doesn’t 


Aren't elaborate questionnaires to dete? 
mine the value of advertising too costly 
for the average concern? 


Recognition surveys to determine your 
standing in the field can be made with 
mailing to only a few hundred names. A 
high percentage of response can be ex 
pected if a three-cent stamp is put on ths 
return envelope. Tabulate the replies ir 
sets of twenty-five, let us say, as they 
arrive and you can soon determine whe: 
additional returns fail to affect the fina 
result These surveys do not take mucl 
time and you will find that the total tim 
and expense devoted to analyzing yor 
advertising results are not high 


Are inquiries a measure of advertisins 


effectiveness 


Inquiries are valuable in demonstratin 
the worth of your advertising But they 
should be interpreted not only by tryin; 
to detect what promoted them, but ¢t 
inalyze them by industry and by the fun 
tion of the individual replying to hel; 
determine markets and buying influenc: 
It is desirable to make a check ot i 
new correspondence that shows a buying 
interest Many of these were prompt 
by advertising, but cannot be traced t 
advertising. All of the inquiries will giv 
some idea of the work advertising 
doing 


Can direct sales be traced ) ad ertisi? 


One sales force alone can seldom sec 
sole credit for the sale of individual good 
However, if we are careful to follow the 
disposition of inquiries, we can secure 
record of the orders we would not ha 
received had it not been for advertising 
stimulus. Keep salesmen informed of y 
desire to credit advertising with an assist 
when advertising has helped, and they wi 
tell you about their experiences Dor 
try to give advertising all the credit b: 
cause it is human for salesmen to resent 
such claims There are dozens of cas 
where sales originated with the prosp: 
seeing the advertising All of these 
ders in a given company would not kee; 
the plant going long from one point 
view, and from another it could be point 
out that only a few orders secured in tl 
manner would more than pay for the ad 
vertising The average industrial adv: 
tiser, however, is not primarily interest 
in inquiries He has more important } 
for this advertising to do 


Market Information— 
How to Get It and Use It 


Chairman: Theodore Brown, Perry-B 

Inc., Cincinnati 
@ THERE IS scarcely a business » 
something to sell that has not made a s 
vey of one kind or other, and not one 
these surveys has ever been known to pl 
the company presenting it in anything 
the most favorable light, according to 
ney R. Best, Perry and Brown, Inc., ‘ 
cinnati. This has made the survey 
doubtful value today, he asserted. Ne 
theless, statistical research can be an 
tremely valuable business tool it 
method of obtaining information concé 
ing a product, a market, or the p¢ 
who make up a market. 

In conducting a survey Mr. Best 

(Continued on Page 96) 
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arketing the Number 


lur Schedule......’’ 








writes Frank P. Keeney, president of the 
Keeney Publishing Company, one of the 
best known business publishing houses 
in the United States. As the publisher of 
two outstanding business journals, his 


comments on INDUSTRIAL MARKETING 


and its twenty-fifth anniver- 


helping to develop greater respect for good 
industrial advertising and sound business 


publishing. 


As the only publication devoted exclusively 
to the problems of those selling and adver- 
tising to business and industry, INDUS- 
TRIAL MARKETING occupies 





sary, to be celebrated in March, 
1941, are of special interest 
and significance. 


“Our advertisers are largely 
industrial, and their accounts 
are largely handled by agen- 
cies which handle industrial 


KETING 
1941. 





No. 5 in a series of 
advertisements based 
on the 25th anniver- 
sary celebration of 


INDUSTRIAL MAR- 


a very special position with 
reference to its readers and its 
advertisers. Its work helps 
those marketing to industry, 
and also those who, like Mr. 
Keeney, offer primary service 
to them. 


March, 








accounts exclusively,” con- 
tues Mr. Keeney. ‘For this reason we 


consider INDUSTRIAL MARKETING the 


Number One publication on our schedule.” 


Comments like these, from a publisher of 
long and successful experience, are more 
than perfunctory. They represent the un- 
derstanding of the purpose and philosophy 


of INDUSTRIAL MARKETING, which for 


nearly a quarter of a century has been 


We appreciate the unqualified 
endorsement given the magazine by the 
dominant campaign which the Keeney 
Publications, Heating, Piping & Air Con- 
ditioning and American Artisan, regularly 
publish in INDUSTRIAL MARKETING. 
And we appreciate the opportunity thus 
afforded to work with those publications in 
the promotion of good industrial selling 


and advertising. 













































































6. Kk. 


AS INSERTED 


@ GENTLEMEN, we 
monthly meeting with a quotation. 
“Only the strong can be free and only 


open the 


the productive can be strong.” 

Any argument on that? 

Append the following, from a re- 
cent Business Week. “Business jolted 
upward on the swift push of the de- 
fense program, finds increased costs 
bulking big in the outlook. From 
now on production problems will be- 
come a major business consideration. 
Not only will business executives have 
to organize their plants to expand out- 
put, but they will have to devote 
costs 


time and energy to keeping 


down and maintaining profit mar- 
gins.”” 

And, finally, we must include some 
very significant extracts from Ed- 


Noble’s talk at the NIAA 


Conference. “We will 


ward J. 
succeed in 
making America strong internally and 
externally only as you men keep sell- 
ing wider use for better tools for the 
production of consumer goods. There 
is your responsibility. You must take 
the initiative—the big early steps to 
revitalize America. You must get the 
picture of a protected but nevertheless 
prosperous America and sell that pic- 
ture as you never sold before to your 
own companies, your customers and 
your prospects. 
national defense only 


The requirements of 
magnify the 
need for the best and soundest of in- 
dustrial structures to support and im- 
prove our way of life, make possible 
the operation of sound social reforms, 
and regain the ground lost in the last 
decade of hard times. 
to develop better methods, tools, and 
equipment. I¢ is your job to sell their 
use.” 


It is not enough 


The italics are ours. For in other 
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Advertising's Job in 


Revitalizing America . . . Doing A 
“Tell All” Job in Small Space . . . Foolishness 





TOU CAN MOVE IN...1N SIXTY WORKING DAYS 
be » eed cteae fectery flees spuce quadly beoom cleur 
eth wink we woshet reod) fer your usefe occupancy) We 
wee buikt 6 for poe guaranteed cumpiete in Sirty Workin: 

t wt drawings end epecationtions 

which wi) take us about two weeks © make Thee Gow 

* whee approved by you become o 

mpeement tox your plant You oan acte 

wt eee building: and go © work m Siaty 
trem dete of pow: contract with us We wii 
pre 4 turther wrtormeation quictly aod cheertully with 





biigetiosn on four pert. Wf you will tete 
phew, #e of erie ou Cleveiand ov New Yor Office aon 


Fe 


° 
+ SCANT ERS Oe ORs Rene 


words, less fancy, gentlemen, this is 
the time for courageous, Competent 
advertising “professionals” to go to 
work. And if you are not one of this 
group, then this is your time and 
place to quit. This is a serious busi- 
ness. It is distinctly not schoolboyish 
idealism to state that trained “‘sellers” 
can build a bigger and brighter to- 
morrow . .. a substantially-more- 
stable tomorrow . . . than America has 
ever known. 

This, incidentally, is not sermoniz- 
ing. It is all by way of leading up 
to a review of what this brand of 
thinking is doing to current business 
paper copy. Let’s look. 

Right off the bat, it’s obvious we’re 
going to run across a lot of copy that 
talks about the defense orders people 
are handling. This is sound (as long 
as it doesn’t get “drippy” with flag- 
waving) for a lot of good reasons. All 
of which you know, or ought to know. 


A classic example of this type of copy 
is United Aircraft’s, “17,000 Engines 
for the Army and Navy.” You might 
term this a direct report to industry 
and the public on what’s going on at 
P. & W. This organization is to be 
congratulated for being sufficiently 
progressive to do this. Many, many 
others can do likewise. It won’t hurt 
them one little bit with private cus- 
tomers, either. 

Revere Copper Brass devotes a 
page to “Defense ‘Bottlenecks’” and 
what its Technical Advisory Service 
can do to help manufacturers right 
now. Reeves Pulley asks you to “Meet 
Mr. ‘Bottle-Neck’, Production Enemy 
No. 1”—and then goes on to explain 
what its engineers can do to help fight 
him. Both of these have merit—al- 
though we worry about being “bottle- 
necked” to death in the next few 
months. 

The “speed” angle is mighty impor- 
tant today. Witness, therefore, Amer- 
ican Gas Association’s, “Industry Calls 
for Speed . . . More Speed—and Gas 
Comes through with Stepped-Up Pro- 
duction, New Economies.” The H. K. 
Ferguson Company, however, tells the 
same kind of a story—better, quicker, 
simpler—with “You Can Move In 
in Sixty Working Days.” All this 
page says is that if you need new ! 
tory floor space in a hurry, Ferguson 
will build it for you in sixty days 
flat, ready to move in, and no fooling. 
There are so many ways this ad 
might have become murdered 
or involved that we think its 
creator, Joseph Fewsmith, vice 
president, Meldrum & [ew 
smith, Cleveland agency, de 
serves a healthy applause for his 
“stripped-for-action” technique— 


ac- 
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a good lesson for us all in this. 
Time-saving and labor-saving equip- 
ment furnish equally newsworthy ad- 
vertising appeals. Worth noting are 
Acme Steel’s, “V2 a Man Saved—by 
Doc. Steelstrap” . . . Landis Tool’s, 
“Less than 30 Minutes from This—to 
This,” the story of how a Landis Hy- 
draulic Grinder was arranged in such 
a manner as to be easily shifted from 
odd grinding jobs to numerous con- 
ventional grinding operations. Then 
there’s Towmotor’s page, ‘““Towmotor 
Brings You a Thrifty New Machine 
to Reduce Handling Costs,” and who 
lives up to that promise with this 
subhead, “Picks Up 1000 to 3000 Lb. 
Loads—Whisks Them 250 Ft. in 30 
Seconds—Stacks Up to 11 Ft. High 
in 16% Seconds!” Copy digs even 
further into this savings story. 

Three other good time-saving slants 
are American Metal Hose’s, ‘““Make the 
‘Right Connections’ and Lose No 
Time!” Linde Air Products’, 
“How Flame-Cutting Overcomes Kot- 
tlenecks in Production” . . . and an- 
other Acme Steel advertisement, “How 
to Eliminate Lost Motion for Faster, 
Safer, Lower Cost Textile Shipments.” 

Check lists and boiled-down cata- 
log copy can be useful during these 
times, too. For they can save the 
buyer’s time in selecting equipment 
and materials. Note in this classifica- 
tion Johns-Manville’s, “This Check 
List Will Help You Buy Permanent 
Insulating Effectiveness.” Also Rock- 
bestos’, ““ ‘Heat Condition’ Your Plant 
with Rockbestos Heat-Resisting 
Says small type under the 
headline, ““Here’s real help for you in 
condensed form. Clip and keep this 
page for quick reference when you 


Wires.” 


reach the wire- specifying stage of 
your planning. Etc., etc.” Page car- 
ries illustrations and brief copy on 


ven different types of wire and cable. 
We like Link-Belt’s page, with a 
ghtly different twist, “Try These 

Efhciency Tests on Your Drives—to 
it Production Costs.” Lower half 
id devoted to twelve such tests as 
se samples, “Is There Loss of Power 
rough Slippage?”—“Does ‘Machine- 

Down Time’ Affect Your Produc- 
1?”——"““How Long Do Your Drives 
t?” And we like Reliance Elec- 
’s color page, “Answers to Who 
Doing What with Reliance V-S 
ve.” Eight different species of in- 
lations are shown and described in 
resting miniature case studies, 
nh terse, detailed product copy. 


6 Carboloy Announces 


TH PRICE REDUCTION! 


Plus New “Universal” Standard Tools 
For 80% of all Turning, Boring, Facing Jobs 


Nee Re pee tee Coctatey tah eee Sew mmeeed # hes bees Se cnprened 








oe 6 nome At pean Rewer we tee 


eT eeaied 


Mew $1000. 000 Pam Pert of Program 














News of price maintenance and, 
even more startling, of price reduc- 
tions, make particularly potent copy 
at a time when many people are wary 
and worried over possible price in- 
creases. That’s why Carboloy’s page, 
“Carboloy Announces 6th Price Re- 
duction!” is a winner. Of its type, 
this is a well nigh perfect ad. Timely 
appeal and excellent copy explaining 
reasons for price reduction (always 
as important as the reduction itself) 
and, in addition, in department store 
fashion, a column devoted to featur- 
ing the new prices (for example, 
$6.82 Now $2.65) for three styles 
of steel cutting tools. This is efficient 
advertising. Full credit to E. C. 
Howell, advertising manager, 
Carboloy Company, Inc., another 
competent advertising “profes- 
sional,” 

Making it easy for buyers to keep 
supplied with current product and 
engineering literature is also impor- 
tant today. Felters Company says, 
“For a 3c Stamp—You Can Get” and 
publicize both its products and lit- 
erature in a list of fourteen items. 
Idea behind this Only 
criticism—a little more of “Old Man 
Specific” in headline, and elimination 
of gag line at bottom “Felters Felt 
Functions.” 

Better handled and more compre- 
hensive is Koppers’, “Everyone Says 
Business Executives Don’t Send Cou- 
pons .. . but They Do Send Route 
Slips.” This useful page points out 
that Koppers has just developed the 
finest collection of technical product 
literature in its history—that more 


ad— good. 


than sixteen thousand copies of chis 
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data have already been given away 
—and that thousands of other men 
may want it. Now . “Maybe 
some of these men work for you. 
So, even though you don’t send in 
coupons, would you look quickly over 
the list on this page and see whether 
any of the titles sound as though 
your associates should have them? If 
so, please route this page to them. 
They may want to write us for cop- 
ies.” And down the left side of this 
page are listed more than sixty pieces 
of engineering material by title. It 
all makes a lot of sense to us. 

Copy that is profitably conspicuous 
these days is that variety offering 
sound, money-making ideas to readers, 
or built around an unusually keen 
merchandising program. Mind you, 
these and other appeals mentioned so 
far are always good advertising. But 
in these particular and peculiar times, 
sharpened up, they are even more val- 
uable. So let’s note here an office 
machine ad over the signature of 
Ralph Coxhead Corporation, “6 Sim- 
ple Ideas that Produce Big Profits 
from Your Present Duplicator—plus 
Vari-Typer.” These are tallied off 
and explained briefly, covering such 
owner benefits as, “Cuts Production 
Time”—“Shortens Running Time”— 
“Cuts Postage Expense”—etc. 


And in the smart merchandising 
class, here’s a Kelvinator dealer spread, 
“Last Year Kelvinator Announced a 
‘Selective Dealer’ Policy with a Mar- 
ket for Every Dealer—a Dealer for 
Every Market.” This ad is built upon 
the great merchandising work _ this 
outfit did last year. Reproduced in it 
is Kelvinator’s sensational announce- 
ment of 1940 (see IM, Feb. 40, p. 
§2) a merchandising policy that in- 
creased dealer sales 2'%4 times this 
year over °39, and caused a radical 
change in all mechanical refrigerator 
merchandising. Remember, more and 
more, as we work our way into the 
future, intelligent, mer- 
chandising is going to be an impor- 
tant part of even heavy goods mar- 
So study those who use it 


aggressive 


keting. 
well now. 
You couldn’t open Electrical World 
of Sept. 7 and miss General Electric. 
Because starting with page 81, it had 
one, two, four, let’s see . . . nine right 
hand color pages in a row! But it’s 
less the great amount of space than 
it is how that space was used, that 
makes it noteworthy. First page gets 
off on the right foot with, “How can 
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General Llectrie offers , 

: sS 
AN EFFECTIVE SOLUTION TO TODA 
EMERGENCY PRODUCTION PROBLEMS: 
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GENERAL 


I step up production . . . fast 
with no time for new buildings 
and skilled 


underneath, a 


labor getting scarcer?” 


Then main headline, 
answering, “General Electric Offers an 
Effective Solution to Today’s Emer- 


Well, 


as a manufacturer, that’s talking right 


gency Production Problems.” 
to your audience, and you bet they’re 
going to read—and carefully. Text 
goes on to explain that these nine 
pages are devoted to good industrial 
lighting, what it can do to help har- 
rassed manufacturers right now, and 
the GE parts and equipment that go 
into the making of good lighting. 
Page 2 
tion, “What kind of lighting shall I 


goes on to answer this ques- 


use? Incandescent or fluorescent?” 


Next 


mercury lamps as against new fluores- 


page gets into advantages of 


cent. Page 4 answers the query, 
“What about those local power-factor 
regulations?” Then page § turns up 
on flood lighting and its usefulness. 


“Would 


more eth - 


Then, a page replying to, 
rewiring make my light 
cient? Is it expensive?” Next page 
with still more answers, this time to, 
“More light calls for more power. 
How can I boost my supply in a 
hurry?” “Proper voltage” is discussed 
on Page 8. Final page then bows 
in, and states practically and perti- 
nently, “GE has a good lighting story, 
What 


This copy buttons 


but what do | do about it? 
is the first step?” 
up the entire job beautifully. Even 
has a coupon offering a check list of 
thirty-two different bulletins on six 
kinds of products. And closes with 
a genuine offer to help, via coupon 
and literature, or a GE sales engineer, 
or a special analyist, or a recognized 
distributor. The impression left is 
that GE will just about break its 
neck to do right by you and yours. 
timely 


This is a advertisement, 


keyed perfectly in its copy to the 
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present circumstances in industry, and 


GE apparently quibbled not at all 
in using enough space to tell it as 
it should be told. It looks as though 
the entire GE advertising organiza- 
tion had a hand in it—Nela Park, 
Bridgeport and Schenectady. If Ralph 


McGraw can track down the 


boys, we'd like to see their 
names in boldface strung out 
right here: P. C. Sowersby, 


Lamp Department, Cleveland; 
together with A. D. Lehmann, 
BBD&O; Sterling Peck, Appli- 
ance and Merchandise Depart- 
ment, Bridgeport; and J. G. 
Porter, Apparatus Division, 
Schenectady. This is what we 
mean by being “competent.” 

Last in this group of ads whose 
ideas or copy are on the right track 
towards helping to make America 
strong, we offer an unusual little quar- 
October 


Machine Design. Perhaps our biggest 


ter page that appeared in 


reason in calling it to your attention 
is the fine note of optimism it sings. 
“After the Victory,” it’s headed. And 
the copy? “There will be a consid- 
erable demand in Great Britain for 
engineering products for Peacetime 
reconstruction. Under present con- 
ditions, mechanical developments are 
almost entirely directed towards war 
purposes. Inevitably, there will be 
urgent and numerous openings or 
adaptations to British requirements of 
new equipment that has been devel- 


To that 


thor- 


oped in the United States. 
end, an old established, but 
oughly modern London company de- 
sires to codperate and undertake the 
making and marketing of any class 
engineering 


of American medium 


product. Etc., etc.” Those bulldog 


Britishers! Bless ‘em! Peacetime re- 
construction they’re writing about, in 


paid advertising space, with the bombs 


still dropping all about them. 
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Now do you begin to understand 
how crucial all this is? 


“Tell All” in Small Space 

Is anybody in the house worried 
because they think they need pages 
or spreads to do a good job of “Tell 
All”? T’aint so, McGee. For while 
“Tell All” means exactly what it says 
—to get into your copy all that is 
vital about your product or service 
—it also demands that you boil off 
the superfluous stuff. And the best 
way to work this out is in small space 
—for if you can handle “Tell All,” 
say, in a quarter page, you ought to 
be able to devastate your readers in 
full pages. 

For any kind of copy, but especially 
“Tell All” in small space, there’s no 
better school than classified advertis- 
ing. Imagine yourself advertising for 
a new job. You don’t buy space, 
technically speaking, you pay by the 
word. Say, twenty-five cents a word. 
Well? In the first place you want 
to tell your complete story—‘‘You, 
John Jones,” past, present and future. 
Can’t overlook a single, salient fea- 
ture. But at two bits a word, 
you aren’t just going to spill all over 
the place. You’re going to edit—but 
hard, aren’t you? And, finaily, for 
about $7.75, you’re going to have the 
boiled-down essence of 
sales story. 

The same principles hold for prod- 
uct copy except that it’s too bad dis- 
play space isn’t bought by the werd 
to help keep copy in control and 
develop good “Tell All.” Strange as 
it may seem, however, it looks to us 
a though there might be proportion- 
ately more good “Tell All” copy in 
the little ads than the big ones. One 
sensible reason for this may be that 
haven't 
room “to get fancy” in quarter page: 
So they just “tell” and “sell.” Here’ 
a flock of what we mean... 

Jessop Steel—Quarter page, “Com 
pression Tests Prove Inseparable Union 


a convincing 


most advertisers feel they 


of Component Parts in Jessop Silver 
Ply Stainless-Clad Steel.” Two un- 
retouched photographs show how ply 
held even when subjected to territi 
tons of pressure which buckled te 
specimens. The test does the trick 
Warren Webster—Most of us a 
familiar with these rather home 
newspaper-style, third page colum: 
They’re 


good. Written to a formula of which 


case histories, and they 


this is a typical example, “Cor 


(Continued on page 72) 
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Number gives them just that! 
Your advertising in the January AMERICA 
ARTISAN will be a potent factor in stimulating you 
sales throughout 1941. It will be 
ON HAND when buying decisions 
NINTH ANNUAL are made—when pur- 


irector chase orders are being 
the Stand-out Issue 


of the whole year! 


considered. 


Show Your Complete 
Line —Ideal Place to” Tell All’ 


All products in the residential ma 
ket will be listed in the Director 
Section — manufacturers’ names ar 
addresses—all trade names. 


Among smart advertisers this Ja 
uary issue of AMERICAN ARTISA 
is recognized as the “Show Windou 
of the industry—your BEST opporti 
nity of the year to display your enti: 
line of products, announce new equi, 


| 
ment, tell about new sales plans, et 


Remember: Here is the leading i 
sue in twelve of the leading paper i 
the field. Don’t miss it! And B 
THERE with ample space to “te 
all”—get across a REAL story! Mz 
we have your reservation today? 


NO ADVANCE 
in Space Rates y 
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HAVE YOU INVESTIGATED | 
THE BECKMAN WAY 
OF STOPPING CORROSION? 







ONLY RELAY USERS 
NEED TO READ THIS 


Write today for Circular 1653P. 


















column about the “New Oakite Solu 
tion-Lifting Gun. Helps You Clean 
Faster! Saves Money! $17.50 F.O.B 


















t There are many pleces in plant pro- 
celses where corrosion can be licked 
—often without the need for costly 
chemical-resisting materials—by usirg 





It describes two amazing new Automatic 
Flectric relays with qualities and features 
possessed by no other low-priced relay. 















Beckman pH Control to regulate the 
pH of process solutions. 


BECKMAN pH CONTROL reduces 

corrosion—aet very low cost—by nevu- 

tralizing excessive acidity or alkalinity 

before it contects expensive plant 

equipment. For example 

= 's MAKING PAPER, the white 
water treatment leaves the pulp 
highly acid. This acid pulp, 
feeding into the wet end of the 
peper machine, corrodes the 
expensive wire screens and other 
metal equipment. The result— 
short screen life and high 
maintenance costs 


SOLUTION: Many paper mills 
are solving this problem by in 
stalling Beckman pH Control 
on the whitewater treatment, 
Besides reducing alum costs 
and improving the quality of 
finished paper, Beckman pH 
Control! maintains—oufomatically 
—«s neutral pH in the pulp 
thus minimizing corrosion 
a REFINING OIL, acid crudes 
cause excessive corrosion of the 
stills and accessory equipment 
increasing the cost of plant 
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maintenance 

SOLUTION: A lerge oil re- 
finery found that by applying 
Beckman pH Control to the 
water from the separetors, 


acidity was regulated cor 
rosion reduced and equip 
ment life greatly increased 


Other refineries are now mat 
ing similar installations 
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* LET Us 
HELP you! 


Hesides redu 
ng corrosion 
f costly plant 
equipment 
Reckman pH 
ntrol can cut 
production costs 
a many Othe 
weve I you 
n give our research 
mn your part ala MY t m we sha 
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Moe aif ‘ 
BECKMAN oH EQUIPMENT is available in sizes and 
types te ®t every requirement. ifustrated is the Beck 
man Automatic oH Indicator—the most advanced ph 
instrument available today Employs the famous Beck 
man Glass Electrode system than can be weed in prac 
theally oii solutions and mounted practically anywhere 
Operates on 115 » AC current. Automatically and con 
tinwously te@icates OH on large-scale industrial prox 
exes. Also provides for automatic oH Control and Ree 
ording. Write fer Gulletin 16 describing this instrument 


NATIONAL TECHNICAL LABORATORIES 


South Pasadena, California 


BECKMAN pH EQUIPMENT 
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House Meets Exigencies of Cold New 
York Winters”—Warren Webster Sys- 
tem of Steam Heating Gives Allegany 
County Building Year-Round Com- 
fort—Moderate Cost of Heating— 
Concealed Non-Ferrous Webster Sys- 
tem Radiators Increase Available Floor 
Space.” Those are head and subheads. 


Then copy picks up the thread, un- 


ravels all. 

General Electric (Nela_ Specialty 
Div.) — Hard-to-beat half page, 
Here’s a Machine That Performs 
8,000,000 Operations . . . Quietly... 
Quickly . . . Dependably.” All about 


the new small GE mercury Kon-nec- 


tor. 
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In three months, thousands have been pur- 
chased in place of “cheap” relays. (Cost is 
the same.) Experience of users reveals these 
benefits 


pressures are ‘‘self-cleaning’’) 3. More positive 
action (armature restored by leaf-spring) 4 
over-heating (coil is ‘‘self-protecting ) 
Circular 1653P explains these and many 
other advantages, and gives prices; also tells 
why you can buy this higher-quality relay at 
no extra cost. Write today. 


1033 W. Van Buren Street Chicago 
















Reduced assembly costs (relays are preadjusted) 
More reliable operation (contacts have heavy 
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Norton Lasier—Simple, chaste quar- 
ter page about overhead conceaizd door 
control. Intelligently utilizes three- 
quarters of ad for diagramatic picture 
which tells more than hundreds of 
words could. Heading, “Where the 
Entrance Doors Have No Shelter,” 
plus about eighty words of copy take 
care of everything else including cata- 
log plug and signature. 

Toledo Pipe Threading Machine 
“One Set of Dies Threads 1”, 14%”, 
14%”, 2” Pipe—With a ‘Toledo’ Sim- 
Short copy 





pact Ratchet Threader.” 
goes on to give all pertinent product 
details. What more. . .? 

Oakite Products—Great advertiser 
in small space. Newsworthy is recent 
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N. Y.” Copy cleans up. 
“Tell All” Ad-of-the-Month 


International Nickel — Here’s ou 
selection for the ‘Tell All” Ad-of-th 
Month. It’s one of Internationa 
Nickel’s little five inches on one co! 
umn ads labelled ““Nickelgrams.” T 
particular one tells the story, “‘B 
Metal Match’ Lights Unfailingly”’ o! 
the automatic automobile cigar light« 
which owes its functioning and eff 
ciency to a little bi-metal thermostat 
made of special alloys which contro! 
temperature automatically and thu 
protect the heating element from 
burning out. In other words, a sin 
ple, homely example of how Nickel 
alloys take care of many jobs in ever) 
day living. This series of “Nickel 
grams” is a superb example of what 
can be done with “Tell All” in small 
space. To Ed Clark, Marschalk 
and Pratt, Inc., New York agency 
go our congratulations for the 
“Tell All” Ad-of-the-Month, and 
extra congratulations over the 
entire series. 

More good small “Tell All” 
Mall Tool’s, “The Profitable Job Win- 
ning Bids Are Figured with Mall Port- 
able Power Tools” McKenna 
Metals’, “Double Your Machine Too! 
Production with This Small Piece of 
Metal” . . . Jenkins Valve's, “Quick, 
Sure Way to Get Drop-Tight Service” 

Joseph T. Ryerson’s, “Ryerson 
Has Steel for Immediate Shipment” 
a George Eberhard Company's 
“Sales Costs Too High West of the 
Rockies” . . . Kinnear’s, “Space, Time, 
Money! You Save All Three with 
Kinnear Rolling Doors” . . . Arm 


to 


strong Machine’s, “Here’s How 
Trade Pennies for Dollars!” . . . Bald 
win-Hill’s, “BH No. 1 Insulating Ce- 
ment,” a five point, factual presenta- 
tion of the merits of, and owner bene- 
fits from this product. 

And here’s another winner—Av/o0- 
matic Electric’s quarter page, “Only 
Relay Users Need to Read This.” 
They win on that headline alone. It’s 
a pleasure to run across an advertiser 
who doesn’t want to talk to the world. 
Copy here is a plug for engineering 
literature, and briefs the contents of 
this literature. Acknowledgment 
to E. H. Sonnecken, advertising 
department, Automatic Electri¢ 
Company. 

And another batch of good small 
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with this -Risiag (ndustrialism? 


Industry in the South and Southwest is ‘rapidly and steadily forging ahead, thanks 
to this section’s unequalled natural resources, its splendid_year-’round climate, fine na- 
tive labor, widespread cheap power, and its.general growing prosperity. 


As pictured in the business chart above, the South has shown a 30% gain in its 
position as a manufacturing section during the past 15 years. 


From 1931 to 1937 (the last year for which figures are available) the South gained 
825 manufacturing plants, while the rest of the country showed a decrease of 9,357 
plants for the same period. 


This steady progress is being maintained by such current projects as: Utility—Cliff- 
side, Reeves Ave., Atkinson, Union; Chemical—Carbide and Carbon, du Pont, Morning- 
side, American Cyanamid; Textile—Bibb, Anniston, Kendall, Calloway, Pacific; Rayon 
—Celanese, Bemberg, Tubize, Viscose, du Pont; Iron & Steel—T.C.1. Tin Plate, Wier- 
ton, Chicago Bridge, Republic; Metal Working —Reynolds Metal, Deere, Reynolds Alum- 
inum, Aluminum Co.; Food Products—Krey Packing, Carnation, Borden, Kraft; Oil & 
Gas—Independent Natural Gas, Southern Natural Gas, Hunt Recycling; Paper — St. 
Marys, Allied Industries, Neches River, Ecusta; Aircraft—Glenn Martin, Bellanca, Curtis 
Wright, Consolidated; Munitions—Tennessee Powder, Glover, Atlas Joplin, Hercules; 
Shipbuilding—Charleston, Newport News, Pensacola, Tampa, Mobile. 


Industry is unquestionably heading southward. Are you following its course 
with your sales efforts? Are you telling your story and selling your services and 
products to this rising industrial South? 

Let SOUTHERN POWER & INDUSTRY help you. With a minimum of 
15,500 copies per month, SP&I is reaching engineers and executives in over 
10,000 power and industrial plants in 19 Southern and Southwestern states, in- 
cluding those plants under design, under expansion, or under construction. Many 
of these plants are reached by no other business publication, and none of them are 
covered by a publication with comparable understanding of Southern problems 
and active reader interest of Southern buyers! 


GRANT BUILDING, ATLANTA, GEORGIA 





CTRICAL SOUTH 
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“Tell All” . . . Goetze Gasket’s,.‘“4 
Helpful Folders for Gasket Users” 

Sutherland Paper's “Packaging” col- 
umn, this particular one about, “Kin- 
gan and Co. Promotes Lard in 2-lb. 
Paper Can” . Butler Manufactar- 
ing’s, ““Here’s How to Expand Your 
Plant in a Hurry!” (with good use 
of photographs) . Nonslip Pulley 
Covering Co.’s, “Have You Heard 
the Amazing Story of Nonslip Pulley 
Covering?” . Caterpillar Tractor’s, 
“Makes His Power for Only lc Per 
Kw.-Hour!” (interesting this, too, 
because of Caterpillars better known 


How to Sell the Earth 
Moving Industry as a 















job in large color space) . . . Black- 
hawk Manufacturing’s, “Now! Porto- 
Power Bends 7 Sizes of Pipe with One 
Portable Unit” . . . Delta Manufac- 
turing’s, “How to Make Modern Drill 
Presses Out of Worn-Out ‘Cripples’ 
. at Surprisingly Low Cost” 
Roura Iron Works’, “$50,000.00 Saved 
on Materials Handling Cost by One 
Foundry!” (except we don’t like the 
tricky, unnecessary extra ciphers). 
Time out here for another winner— 
National Technical Laboratories’ col- 
umn, “Have You Investigated the 
Beckman Way of Stopping Corro- 
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te presentation repro- 
duced here really tells and 
shows how fo seil the earth 


moving industry as a whole. 


it tells a dramatized story of 
the unique earth moving market 
consisting of a group which has 


similar interests and problems— 


contractors, public highway of- 
ficials (county, state, and fed- 


eral) and open pit operators. 


This presentation tells who the 
buyers of equipment in this mar- 


ket are; what they do; the types 
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of markets they represent; and, 
finally, who does the buying and 
how to sell them. 


Since this is not just another 
publication story, we feel sure 
that you will want to see this 
data and have a copy for your 
files. We will gladly present 
you with your copy of the lim- 
ited edition, upon your request. 
Write today for your copy. 


Earth Mover AND ROAD BUILDER 
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sion?” Copy cites two corrosion prob- 
lems—in paper making and oil refin- 
ing—gives the Beckman solution. 
Closes with offer of help from Beck 
man research staff. We doff our 
bonnets to Samuel C. Eastman, 
Dozier - Graham - Eastman, Los 
Angeles agency for a complete, 
comprehensive story in smal! 
space. 

Our last batch of small “Tell All” 
includes 
“The Illinois Steam Trap and Its 10 
Points” . . . Ruby Chemical’s, “Special 
Soldering Fluxes to Assure Better Re 
sults”... Sta-Warm Electric’s, “Hav« 
You Ever Thoroughly Investigated 
Electric “Dry Heat’ for Improved 
Precision Heating of Compounds” 

B. F. Sturtevant’s, “Save Fuel with 
New Sturtevant Multivane Heater” 

. Leeds & Northrup’s, “Easy, Neat 
Way to Prepare Pyrometer Charts for 
Filing” . . . Manning, Maxwell © 
Moore’s, ““Duragauges Wear Goggles.” 

In closing out this chapter on good 
“Tell All” in small space, it is only 
fair to pay tribute to papers like In- 
dustrial Equipment News, New Equip- 
ment Digest, Institutions, Building 
Reporter and others of similar format. 
For by offering a standard small unit 
of space they apparently have encour- 
aged advertisers to leave the lace 
drawers off the lamb chop and just get 
the “meat” in the ad. Now, while it 
is perfectly true that there are a lot of 
other very important things advertis- 
ing has to accomplish far over and 
beyond being “bread and butter” fac- 
tual in small space, this whole setup 
nonetheless represents a good advertis- 
ing dollar’s worth, and a good adver- 
tising lesson. 

Bright Spots 

Here’s a hatful of advertisements 
refreshing from one approach or an- 
other—maybe a headline, or a special 
copy treatment, or an unusual layout 
technique—or a “something” that 
makes each stand out. 

Sherwin Williams — Color spread 
from Bus Transportation “Each Has 
His Own Angle on Finishes’”—setting 
up an interesting contrast in copy be- 
tween what the bus traffic man wants, 
and what the maintenance man asks 
for. Traffic man says, “Give Me 
Brilliance That Makes "Em Stop . - - 
Look . . . and Ride!” Maintenance 
man exclaims, “Give Me Quick and 
Easy Application that Saves Time and 
Money.” Other reasons handled im 


the Same manner. Also an unusua and 
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Illinois Engineering’s, 



























"2 Textile Mt 


j i 
/. V4 No. 3 in the “What, Where. Who, How” series of 


advertisements designed to acquaint industrial adver- 
tisers with the importance, make-up and value of the 
textile market and with the effectiveness of COTTON, 


Serving the Textile Industries. 





HE individuals in the textile industry who originate and specify pur- 
_) chases of equipment, services and supplies fall into two groups: The 
executive group in which are included presidents, vice-presidents, sec- 
retaries and treasurers—the operating officials group in which are 
included managers, agents, superintendents and heads of departments. 
It is a generally recognized fact that the operating officials are the most im- 
portant individuals in the textile industry in influencing and. specifying pur- 
chases. This fact is confirmed by actual investigations conducted among the 
mills themselves and among the manufacturers selling the textile industry. 


An investigation in the textile industry, based on replies received from a 
representative number of mills showed: 

1. In 93% of the mills, the purchases of equipment, services and supplies originate 
with members of the operating staff. In 7% of the mills they originate with the 
executives. 

2. In 81% of the mills, the purchases of equipment, services and supplies are 
specified by members of the operating staff. In 19% of the mills they are specified 
by the executives. 

Replies to a questionnaire to 400 leading manufacturers selling the textile 
industry asking ““Who influences purchases of your equipment, services or sup- 
plies?” showed: 














SUPERINTENDENTS 90% 
OPERATING (Overseers, Dept. Heads, 80% 
EXECUTIVES Master Mechanics) 0 











MILL OWNERS 
AND OFFICIALS 67% 











COTTON, Serving the Textile Industries, in addition to having 
the largest paid circulation of any textile publication actually 
among U. S. textile mills, also affords its advertisers the most thor- 
ough coverage of the actual buyers. COTTON is read for its prac- 
tical operating and management information and its circulation is 
concentrated among the actual buyers in the industry. 
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modern layout treatment with panel of 
solid blue against which are silhouettes 
of each of these men, copy and head- 
Gives Sherwin 


line set at angle, etc. 
Williams advertising immediate iden- 
tification. 

Modine Manufacturing—Nice dra- 
matization of insufficient and ineffici- 
ent heating in its page, ““Who Is Simon 
Degree? He’s the Guy Who Blockades 
Production—Stop Him with Mo- 
dines.” 

Louisville Dryer—Has stepped up 
the effectiveness of its great and con- 
tinuing case studies still further with 
the addition of color and a change in 
layout. Thus proving good advertis- 
ing can be made ever better. 

Armstrong Cork — Strong, factual 
“Tell All” page in the textile press, 
“Why Mills Cork for 
Economy.” Costs all diagrammed, av- 


Turn to 


erage savings shown, everything com- 
petently explained in copy. 

Ilg Electric Ventilating — Color 
spread, a little crowded perhaps, but 
still a good, useful, selling ad. Head- 
line, “Save 8 Ways with Ilg ‘Vital 
Zone’ Unit Heaters.” These eight sav- 
ings are illustrated and explained in 
main text. Over at extreme left bor- 
der of ad appears this, “What Hap- 
pens in the ‘Vital Zone’ Where Peo- 
ple Work and Play.” 
and pictures are what happens to Ra- 
diated Heat as contrasted to Ilg “Live 
Air.” On the facing page the prod- 
uct is stripped down and explained. 
Also included in this spread are two 
good “savings” Just about 
everything here. That’s enough to 
give praise to George L. Koehn, 
Howard H. Monk & Associates, 


Shown in words 


stories. 
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Rockford, IIl., agency for a com- 
prehensive “Tell All” job. 

Anaconda Wire & Cable—lts page, 
“It’s 9 to 1 You’re Losing Money 
Now” possesses a lot of power. Seems 
to speak with the conviction of a 
jury. 

Industrial Brownhoist — Excellent 
copy along with this headline, “Less 
Than 66c for Fuel Kept This Crane 
Going All Day.” 

Riley Stoker — Unusually effective 
tieup with Riley and a customer, Agfa 
Ansco in color spread, “Photogra- 
pher’s Idea of Heaven. . . and an En- 
gineer’s.”” 

White Motor — Four color spread, 
“Introducing Precision Tools of 
Transportation for 1941—A Full Line 
of White Super Power, Aero-Engi- 
neered Trucks.” Worth looking at, 
especially for use of little figures of 
men in illustration pointing out and 
explaining features of new line. An 
old advertising device that isn’t used 
much as it might be. 

Speaking of headlines, here are 
three “stoppers.” Synthane’s, 
“Insulation Tells Them When to 
Talk” ... Kantlink Spring Washer’s, 
“You Can See Safety without a Mag- 
nifying Glass, etc.” —Grinnell’s, “This 
Constant - Support Hanger ‘Floats’ 
Your Piping.” (Yes, we've praised 
this ad before, but it’s been repeated 
recently, and we think the praise is 
worth repeating, too. That “Floats” 
is perfect.) But back to business. 

Bird Machine — Quiet, unassuming 
engineering copy on filtration,” “See 
If This Isn’t the Best Way to Conduct 
Your Filtering Operation.” There will 
always be a place for this kind of very 


more 















believeable copy. Alongside of, say 
Allis-Chalmers type stuff, it whispers 
—but there’s a place for both in this 
business. 

LeBlond—A winner. Why? Be- 
cause its color page, “The Vanishing 
American” is like ““The Pause that Re- 
freshes” in American Machinist—in 
idea, copy, art, and sheer usefulness 
Headline lettered against a sketch of 
plant with an “Out of Business” sign 
Then comes copy block and picture 
No. 1, “Rapidly disappearing from the 
American Scene is the older day manu 
facturer who refused to change his 
mind, his plant, or his product.” 
Clever sketch of droopy man on 
droopy horse, drawn to familiar pic- 
ture of the last departing redskin. No. 
2 shows same “older day manufac- 
turer” taking the whip to his ma- 


chines. No. 3 gets in the remember- 
able “Public be damned” attitude. 


No. 4 introduces the new day execu- 
tive—in new building with new mod- 
ern machinery, etc. No. 5 illustrates 
how he has won approval of Mr. and 
Mrs. Consumer with better products 
at lower prices. And No. 6 picks it 
all up from there and sells, “Re-Tool 
with LeBlonds.” This is all so nice 
and clean and simple even a big execu- 
tive can follow it. It’s author, Wal- 
ter L. Rybolt, LeBlond advertis- 
ing manager, deserves an extra 
mark of merit for not getting it 
all mixed up with the gears and 
widgets that usually make the 
metal working papers appear so 
much the same, page after page 
of advertising. 
Edelmann Precision 
Noted here because one portion of a 
recent spread labelled, “Sold Out— 


Instruments— 
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In 1932 W. F. Cox and J. L. Roberts, 
both young men but with years of packing- 
house experience behind them, purchased 
the Farmer’s Meat Company of Thomasville, 
Ga., re-christened it the Georgia Packing 
Company and set about the building of a 
business which today is a testimonial to 
their intelligent efforts. 

With Mr. Cox in the president’s chair 
and Mr. Roberts holding down the job of 
vice-president and secretary, this enterpris- 
ing company, employing approximately 
200 persons, rolled up annual sales of 
$1,800,000 in 1939. Its fleet of 15 refrig- 
eration trucks operate in both Georgia and 
Florida. More 75,000 hogs and 
20,000 cattle are slaughtered and proc- 
essed annually and the company markets 


than 


50,000 pounds of sausage weekly. 

The state of Georgia contains 31 meat 
packing and sausage manufacturing plants 
and produces in excess of $27,000,000 of 
$3,320,471,231 
value of products. Her neighboring state 
of Florida houses 26 plants; Alabama, 21 


the industry’s annual 


and Tennessee. 22. 


Meat Packing is a nation-wide industry. 


@® Ww 


Some 2 FE HY 





ty 


tide ee 


DA Ceri : 
ACKING Sia 


Bron, 


THIS MONTH: Chomasville, 


It is an industry embracing more than 
2,600 manufacturing units each of which 
does its own buying, processing and manu- 
facturing. Each sells and distributes its 
own products. 

Illinois with its 177 meat packing and 
sausage- manufacturing plants, including 
those of the so-called Big Four, is exceeded 
by New York with 191 and closely followed 
by Ohio with 167 and Pennsylvania with 
165. Right across the country, state after 
state, are manufacturing plants worthy of 
individual sales and merchandising atten- 
tion. By any standard of comparison, 
Meat Packing is an Industry in Itself! 

The National Provisioner, now in its 49th 
year of service, is definitely the leading 
publication in the Meat Packing Industry. 
Reaching, as it does, the men representing 
999, of the purchasing power of the indus- 
try, it offers you the qualitative penetra- 
tion so necessary to a successful sales 
campaign. 

If you have a product applicable to the 
Meat Packing Industry, write today and let 
us help you determine its potentiality in 
this highly receptive market. 


THE NATIONAL 


ovisioner 


Meat Packing and Allied Industries 


Chicago 


. 
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PLANT OF THE GEORGIA PACKING COMPANY 
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407 So. Dearborn St. 


Illinois 
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Sorry! In the short space of 60 days 
the complete production on No. 33 
Self-Calculating Freez-D-Tectors has 
been sold out. For the first time in 
$2 years Edelmann finds itself in the 
position of having to refuse additional 
orders. However, original Freez-D- 
Tector customers who reorder early 
will get delivery in limited quantities. 
We are indeed sorry for this condition 
as we could not foresee this unprece- 
dented demand.” And maybe you 
don’t think that isn’t a doggone good 
reason for continuing advertising! 

Independent Lock—Useful page, “X 
Marks the Spot for Extra Business!” 
Simple purpose, to help hardware deal- 
ers get more business from sales of 
Ilsco door closers. And that’s good 
enough. 

New Departure—Page, “Nine Bil- 
No Relubrica- 


tion” proves definitely that the bear- 


lion Revolutions 


ing people have something to say far 
and away beyond pretty photographs 
of bearings dressed up with highlights 
ind shadows. More of the same, 
please. 

DuPont—Credit here for a page 
promoting an industrial movie, “An- 
nouncing a New Sound Movie ‘The 
Story of Neoprene’ starring the 
remarkable chemical rubber made by 
DuPont!” Here we begin to see and 
feel the mass effect created by a com- 
plete and well-integrated merchandis- 
ing plan. This is industrial selling of 
1 high order. 

Belden Manufacturing — Excellent, 
businesslike page, “Watch the Film 
Thickness of Your Enameled Wire. 
Uneven Insulation Will Cause Rejec- 
tions.” This advertisement is edi- 


torial-like in its appearance (which is 
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not too important) but, more signifi- 
cantly, in its authoritative treatment. 
Convincing. 

Baldwin-Duckworth Chain — An- 
other winner in this group. Great 
headline, ““How to Carry a Quart of 
Milk . . . in a Sheet of Paper.” Com- 
prehensive illustration, pictures and 
blueprint. Good case study copy. An 
excellent, professional advertisement. 
Full acknowledgement to Lester 
L. Jacobs, The Buchen Com- 
pany, Chicago agency. 


Boost-of-the-Month 


If our good editor will permit it, to 
a publication, Electrical World. We 
know that, technically at least, it isn’t 
our province to study publication pro- 
motion, but it was impossible to ig- 
nore this particular advertisement. It 
ran in last month’s IM (see IM, Oct., 
p. 60-61), headed, “About Writing 
Advertising.” All that it is, and all 
that it represents, is a leading business 
magazine showing considerable con- 
cern, and offering tangible help on 
the production of the right kind of 
advertising copy for its readers. On 
that basis alone, it deserves orchids. 
High time all publishers assumed some 
responsibility for the copy they carry. 
But more credit to Electrical World 
for illustrating examples of good ad- 
vertising to its market together with 
brief explanatory copy about these 
samples. And for going even further, 
and getting “Guest Reviewers” from 
among its readership to give frank 
analyses of future ads. To William 
K. Beard, Jr., manager of EW, 
high praise for initiating this 
progressive move. And to Lloyd 
Dunn, promotion manager, au- 
thor and ad builder, a wreath of 
200-watters for topnotch creative 
performance. 

All advertisers, and all business 
paper publishers please heed. 

THe Copy CHASERs. 


Southwestern Editors Conference 


An outstanding feature of the Third 
Annual Conference of the Southwestern 
Association of Industrial Editors, to be 
held Nov. 14-16, at the Oklahoma A. & M. 
College, Stillwater, Okla., will be a clinic 
discussion on the essential phases of house 
organ production including such subjects 
as copy sources, distribution, survey, and 
the mechanics of production Paul E. 
Yard, editorial director, P. O. Box 381, 
Tulsa, Okla., is in charge 


Kenyon & Eckhardt Appointed 


The Shaw-Walker Company, manufac- 
turers of office furniture and filing equip 
ment, has appointed Kenyon & Eckhardt, 
Inc., New York, to direct its advertising 


Industrial 


expositions 





Nov. 11-15. American Bottlers of Carb 
nated Beverages, Cincinnati. Souther 
Building, Washington, D. C. 

Nov. 11-15. National Hotel Expositio: 
New York. 221 West 57th St., Nev 
York. 

Nov. 12-15. National Association 
Practical Refrigerating Engineers, Fort 
Worth, Tex. 228 North La Salle St 
Chicago. 

Dec. 2-7. National Exposition of Pow: 
& Mechanical Engineering, New Yorh 
Grend Central Palace, New York. 

Dec. 9-14. Automotive Service Industrie: 
Show, Chicago. 11-110 Merchandis: 
Mart, Chicago. 

Dec. 11-15. National Chemical Expo: 
tion, Stevens Hotel, Chicago. 110 N 
Franklin St., Chicago. 

1941 

Jan. 13-16. All-Industry Refrigeratior 
Air Conditioning, Chicago. 111 W: 
Washington St., Chicago. 

Jan. 20-25. Canning Machinery & Su; 
plies Association, Chicago. Box 43 
Battle Creek, Mich. 

Jan. 27-30. Automotive Accessories Ex 
position, New York. 1342 Brown St 
Philadelphia, Pa 

Feb. 10-12. Concrete Industries Expos 
tion, Chicago. 400 West Madison St 
Chicago. 

Feb. 25-29. Advertising Federation 
America, Boston. 330 W. 42nd St 
New York 

Mar. 7-22. National Oil Burner Progress 
Exhibition, Philadelphia. 30 Rocke 
feller Plaza, New York. 

Mar. 10-13. National Railway Appliance 
Association, Chicago, 208 S. La Salle 
St., Chicago 

Mar. 24-29. Machine & Tool Progress 
Exhibition, Detroit. 2567 West Grand 
Blvd., Detroit, Mich 

Apr. 1-4. Eleventh Packaging Expositior 
and Conference, Stevens Hotel, Chi 
cago. 232 Madison Avenue, New York 

Apr. 23-25. Petroleum Industry Electr 
Association, Tulsa, Okla. Box 2412 
Houston, Tex 

Apr. 28-May 1. American Mining ‘ 
gress—Coal Show, Cincinnati, O. M 
sey Bldg., Washington, D. C 

May 19-23. Western Metal Exposit: 
Los Angeles. 7301 Euclid Ave., Cleve 
land. 

May 26-29. National Association of Pur 
chasing Agents, Chicago 11 Park 
Place, New York. 

June 11-14. American Society Mec! 
cal Engineers (Oil and Gas Division) 
Kansas City, Mo. 330 West 42nd 5 
New York 

June 16-29. American Industrial Bank 
ers Ass'n, Colorado Springs, Colo. 1}? 
East Wavne St., Fort Wayne, Ind. _ 

June. 22-25. American Water Works 
Association, Toronto, Ont., Ca: 22 
East 40th St.. New York 

June 26-27. Lake Superior Minit 
tion of the National Safety C ' 
Duluth, Minn. 18 Federal Bldg. Vu 
luth, Minn. 

June 23-27. American Society for st 
ing Materials. Chicago. 260 t 
Broad St., Philadelphia, Pa 

Aug. 25-29 National Associat 
Power Engineers, Baltimore. 17¢ 
Adams St., Chicago 
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start with a simple statement of 
Population increase in the West is 
sto-l over the national rate. This puts 
otlight on construction activity in 
vestern region, because it means there 
er than national demand for high 
\ itilities, industrial expansion and all 
levelopments that accompany rapid 
f population 
reover, the ratio of construction to 
tion in the West is much higher 
lsewhere in the Nation, because of 
lifferences in topography and 
More earth must be moved to build 
way, because more than two-thirds 
West is mountainous. More miles 
ls, aqueducts and pipelines must be 
the West, because most of the re- 
g1 irid. More dams, more tunnels 
t re of all basic heavy construction 
carried out, because of these es- 
western characteristics. 
rary to popular impression, the 
tion of many of the West’s much 
d big projects does not mark the 
the construction program; rather, 


WESTERN CONSTRUCTION NEWS 


San Francisco, Calif. 


333 Kearny Street 


























it represents just the beginning. A big 
dam that cost $50.000,000 does not mean 
anything alone. The water and power it 
produces must be made available to the 
West's growing population at the points 
where they are needed. This follow- 
through work gives effectiveness to the big 
dams, and it involves hundreds of smaller 
projects, representing hundreds of sepa 
rate contracts which, in the aggregate, 
create a vastly greater market for con- 
struction equipment and materials than did 
the original dams themselves 

Little wonder, then, that construction 
activity in the West reaches a new high 
with almost each succeeding year. 1940 
is much greater than was 1939; and 1941 
will be much greater than 1940. Thus, the 
West is your richest construction market; 
and with a 3-to-l growth over the na- 
tional rate, it will be even a greater mar- 
ket in the future—worthy of the most 
intensive cultivation you can afford. 

Now, on top of all this, let’s place the 
extra construction activity which results 
from the National Defense program—and 
the West will probably have more defens¢ 
construction than any other part of the 
country—and there develops the MOST 
AMAZING MARKETING POSSIBIL- 
ITY ever offered. During 1941, then, it 
will pay every manufacturer to cultivate 
intensely the western market. 

But, you say, what do the two doors 
at the top of this page have to do with 
all this? Why, within these doors are 
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created the most effective contacts you 
can secure with this richest of all con- 
struction markets—contacts with the 
very men who make or influence buy 
ing decisions. These editors know 
through intimate contact the problems 
of western contractors They know 
how to interpret these problems. More 
than any other group they are provid 
ing vital information to constructiom 
men in the West, as is evident in the 
fact that within the past four years the 
paid circulation of WESTERN CON- 
STRUCTION NEWS has grown an 
additional 2,000. At the same time, 
too, its subscription renewal percentage 
has now come to be the highest of any 
construction monthly in all the country 

Yes, these doors are vitally impor’ 
tant to you. They lead directly to the 
most effective means for increasing 
your western volume and profits. This 
is the function of WESTERN CON 
STRUCTION NEWS 

Write for your copy of “Best Mar 
keting Bets’’—a lively, up-to-the-min 
ute analysis of the construction indus- 
try west of the Rockies—published 
monthly. 
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Trends 


A review of conditions within industries which influence industrial 
merketing procedure, written by editors of business papers 





Current Trends Affect 
Earth Moving Projects 


@ THE BIGGEST PART of the 
earth moving industry is quite defi- 
nitely tied to government policies. 
For that reason it is almost impossible 


to make an accurate estimate of fu- 


ture activity beyond the projects for 
appropriations have 
It is evident that a change 


which already 
been made. 
in administration would shift the em- 
phasis from some types of work to 
others. 

However, there will be increased ac- 
tivity in the earth moving industry 











CERAMIC 
DATA BOOK 


ne 


BUYERS: DIRECTORY and CATALOGS 


4 


EQUIPMENT and MATERIALS 


vital 
building 
industry 
factors 





BUILDING 


IS STRONGLY LAUNCHED 


in the direction of increased privately-financed construction. 
Reporting and interpreting every trend from manufacture to 
application, pooling industry-wide contacts, this group of 
papers forms the most effective unit in the active building 


market. 


INDUSTRIAL PUBLICATIONS, INC. 


59 E. Van Buren St. 


CHICAGO 





in the months just ahead regardless 

the outcome of the national electio: 
In the highway field the regular ap 
propriations have already been mad 
In addition there will be considerab 
further activity in the developmen 
of roads in and around army camps 
and arsenals. 
way officials and engineers are engaged 
in studies of the individual state high- 
way needs as related to the national 


Everywhere state high 


defense program. 

The defense program activity also 
extends to airports. Much of this 
work has already been announced but 
there is still more to come and it looms 
large in the picture of the immediate 
future. Hardly a day goes by with- 
out notice of one or two new airport 
projects in construction reports. Al- 
ready there are indications that some 
new construction will be promoted 
and financed without aid from the 
federal government. Civic pride and 
a certain amount of patriotism foster 
these projects. 

The Indiana State Highway Com- 
mission in a recent announcement 
stated that the construction of a pow- 
der plant at Charleston has already 
created traffic and road maintenance 
problems and that proposed construc- 
tion of other defense industries 
throughout the state will add to the 
highway needs of those communities. 
This situation probably will prevail 
over the entire country as work starts 
on new munitions plants. This must 
result in the use of more machines and 
labor for road maintenance. 

The general increase in business ac- 
tivity together with the rearmament 
program has naturally resulted in a 
tremendous movement of iron ore and 
has sent the production of other metals 
and materials to new highs. There is 
nothing in the picture to indicate 4 
slackening of the present tempo in 


open pit mining for many, many 
months, regardless of which party 1s 
in power. 


According to some, the upward 
surge is based on false governmental 
policies and therefore 
However, even if this be true, the 
answer is to be found in the research 


cannot ist, 


departments of the manufacturers 


serving the engineering construcuon 
field. New developments will make 
present equipment and methods 0bs0- 
lete. We can already see this the 
new designs of internal combustion 
engines and the improvement ot uels 
for these engines. It is by such ins 
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Edwin Levick, Ine. 


Todays NACE has been sailed. Tomorrow, there will be another 


The winning skipper, the also-rans, the experts, are all doing the same thing— 
analyzing what it toc’ to win today! 

Undeniably, it was smart sailing—and undeniably, it was a great boat. It takes 
a sound ship to keep even the keenest skippers winning. 

That’s why we say, ‘place your smartest advertising in PRODUCT ENGI 
NEERING”. If you sell parts, materials, or finishes, and want quantity orders — 
profits—here is a great vehicle for your advertising. It has everything in circula 
tion and readership that makes it a leading contender in tomorrow’s race fo 
more sales. 

Experienced skippering—copywise, in this technical journal for product engi: 


neers—will earn you a cup—brimful of tangible results. May we send you details: 


PRODUCT ENGINEERING 


330 WEST 42nd STREET, NEW YORK, N.Y 





that the market for earth moving 
equipment will be sustained.—Mat- 
coLm V. Burton, Editor, Earth Mov- 
er and Road Builder. 


_.- 2 


Milk Industry Gets 
Merchandising Minded 


@ PROBABLY the most conspicu- 
ous trend in the milk industry during 
the past year is the emphasis upon 
merchandising and advertising. While 
some good publicity work has been 
done by individual milk dealers in the 


past, the trade as a whole has been 
relying too much upon the practically 
unanimous effort of sanitarians in rec- 
ommending the increased use of milk 
for the public health (sanitarians rec- 
ommend a quart a day for children 
and at least a pint a day for adults). 
Of late, the milk industry has been 
working to increase the sale of milk 
by two routes. One is the reduction 
of the price by selling in quantity. 
Half-gallon and one-gallon contain- 
ers are sold at a considerable reduc- 
tion from home delivered prices per 





LOOKING 


WORKER 


stantly growing market? 
orders are to be placed. 


dealers. 


more efficient production. 


lished in January. 


Write for additional data. 


45 WEST 45TH STREET 





AHEAD WITH 
SHEET METAL 


OW is the time to look ahead and plan for 

the future. Business is not merely good in 
the field covered by SHEET METAL WORKER 
— it is booming. That's why it is necessary to 
look ahead to protect yourself against any re- 
action that may set in later. Why not prepare 
your business now—not for defense but for at- 
tack next year—attack on this rich and con- 


Advertising in SHEET METAL WORKER is 
your best business insurance. It insures against 
your name and product being forgotten when 


81.42 per cent of the paid subscribers to SHEET 
METAL WORKER are warm air heating, air 
conditioning and sheet metal contractors and 
These buyers are constantly in the 
market for any equipment that will make for 
They are equally 
ready buyers of items to sell and install. Tell 
them all about your products with adequate 
space in SHEET METAL WORKER .. . the per- 
fect introduction to the right people. 


Plan now to be represented in the Sixty-seventh 
Anniversary and Directory Number, to be pub- 


SHEET METAL WORKER @ 


NEW YORK, NEW YORK 





Subscribers to Sheet 
Metal Worker rep- 
resent not only a 
market for mer- 
chandise for resale 
but for tools and 
equipment they 
need in carrying 
on their business. 
Among the many 
items they purchase 
are the following: 


Warm-air heating units and 
filters, 
controls, fur- 
and fittings, 
stokers, oil burners, attic 


registers, blowers, 
humidifiers, 


nace pipe 


fans, ventilators, roofing 
materials, screws, rivets, 
welders, brakes, shears, 


presses, snips, furnace 
cleaners, sheets, iron and 
steel, black and galvanized, 
tin and terne plate, cop- 
per, stainless, monel, lead, 
etc., etc. 




















- Organization. 
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quart. Another quantity sales pla: 
while continuing domestic delivery i 
quart bottles, allows reductions whe 
more than one quart is delivered. 


Another important development 
the great increase in store sales—cas| 
and carry. In some cities about one 
half of all the fluid milk is now sold 
by stores at reductions of three to 
34% cents per quart from the hom« 
delivery prices. 

Much effort is being exerted by 
educational agencies which supply in 
formation concerning the unique food 
value of milk to key individuals, pub- 
lic agencies, organizations, schools, etc. 

During the past year an attempt to 
start codperative industry advertising 
has been brought to fruition and an 
advertising campaign is now under 
way on national lines. It is reported 
by the agency which handles the cam- 
paign that about $290,000 has been 
raised and there is a prospect of con- 
siderable increase. The management 
of this campaign, according to a re- 
cent statement, “anticipates that a 
fund of one-half million dollars will 
be raised annually when the various 
dairy states have completed their or- 
ganization work.” In some states the 
funds are collected under legal en- 
actments and in others by voluntary 
The rate is usually set 
at a small amount for each pound of 
butterfat produced. At the present 
time seventeen or eighteen states have 
set up the necessary organization to 
raise their share of the dairy adver- 
tising program or have taken definite 
steps toward such organization. 

Developments in the line of im- 
proved machinery have been continu- 
ing and reductions are continually 
made in cost of operation and manu- 
facture. 

The so-called standard milk ordi- 
nance formulated by the United States 
Public Health Service with its code 
of regulations has been adopted by 
about 2,500 communities with some 
modifications taking aceount of local 
conditions.—H. E. O. Heineman, Fdi- 
tor, Milk Plant Monthly. 


Newbell Joins Monk 

Rhodes V. Newbell, formerly advertis 
ing manager, Independent Pneumatic Tool 
Company, Chicago, and later with the 
Direct Mail Division, R. H. Donnelley 


Corporation, Chicago, recently resigned his 
position with the George D. Roper or 
poration, Rockford, IIl., to accept ap’ 
pointment as account executive vith 
Howard H. Monk and Associates that 


city. 


























































@ By the same reasoning that no man with a house for sale in New York 






\ would advertise in a San Francisco paper . . . construction advertising 
5 . . ° ° e 
executives are coming more and more to rely on regional publications 







to put their specialized products directly into the hands of specialized 























= markets. They know that in regionals, no money is spent for waste 
These leading regionals offer con- ; 
centrated coverage in most of the 


n } leading construction equipment selection, the leading regional construction publications have joined 
markets in the United States: 


circulation in poor or inactive markets. To simplify the job of media 


— . Accent , » vr} 2 - ; . »ets a -ertar 
EES forces under Associated Construction Publications to establish certain 


J alia adiiame ° ° ° ° . ° . ° 
_ Indianapolis, Indians standard practices relating to circulation, editorial policy, mechanical 
Construction News . -s . ; 
P Little Rock, Arkansas requirements and advertising rate structures . . . with these results: 
Dixre ConTRACTOR . ‘ . p 
ll Atlanta, Georgia Every ACP publication offers 
3 IMPROVEMENT BULLETIN 
Minneapolis, Minnesota 1. Regular circulation audit, either ABC or CCA. 
7 Micaican Contractor & Buitper . > ° 
- Detroit, Michigan 2. An unbiased editorial program governed by news values. 
Mip-W est Contractor ‘ ° 2 . - 
: Nanses Clty, Bilessurt 3. Promotion of advertising space solely on its merits. 
y Mississipet VALLEY CONTRACTOR 4. Sale of space at published rates, without discrimination. 
St. Louis, Missouri 
t New EncLtanp Construction " . . 
f Boston, Massachusetts For concentrated and selective coverage in any market . . . for low-reader 
Onto Vattey Hicuway News a ae . a , EY ” eine ‘ies 
t Cincinnati, Ohio cost and high-reader interest . . . for the shortest distance between 
e Rock Mot NTaiN CONTRACTOR product and market, choose regional coverage in Associated Construction 
ernrer. otorado 
v Soutuwest Buitper & CoNnTRACTOR Publications. A 
" Los Angeles, California 
; Texas ConTRACTOR A 
© Dallas, Teras 


WesTeERN BuILper 

Milwaukee, Wisconsin 4 
. ib ° 
a 
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IM" INCLUDED IN 
INDUSTRIAL ARTS INDEX" 


To tHe Eprror: It is a pleasure to 


be able to inform you that in response 
to a growing demand of library sub- 
scribers it has been decided to add 
INDUSTRIAL MARKETING to the list of 
periodicals included in the Industrial 
Arts Index. 

The Index is a monthly cumulative 
subject index to about two hundred 
and fifty periodicals outstanding in 
their particular fields on applied 
sciences; engineering, chemistry, phys- 
ics, geology, etc.; industry, finance, 


eee 


dollar building market. 
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It also lists bulletins and yearbooks of v,wey¥ 
technical societies, 


use in public, c 
special libraries. 

Periodicals included 
trial Arts Index 


ARCHITECTS. AK 
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For example, they're planning 99 per cent of 
the $90,000,000 being expended on build- 
ing hospitals, such as New York’s Tri-Boro 
Hospital, shown here. They’re responsible for 
three-fourths of the two-and-a-half billion 





Read By More Architects Than Any Other Publication 


ARCHITECTURAL RECORD | 
































and from time to time a list of these 
is submitted to subscribers for a vor 
whenever additions to the service ca: 
be considered. In this way your pub 
lication INDUSTRIAL MARKETING ha 
been selected for inclusion in this bib 
liographical service. 

All of the indexing is done by a: 
actual reading of the articles so thar 
each one may be brought out unde: 
its appropriate headings. These copic 
are marked with the record of head 
ings and filed for editorial reference. 
JOHANNA KRraMoM, 


The Industrial Arts Index, The H. W 





business economics, and transportation. Wilson Company, New York 
state departments — SPEEDING THE BUDGET 

and experiment stations, as well as out- To tHE Eprror: On page 62 of 

standing books on subjects covered in INDUSTRIAL MARKETING for October, 

in his column “Problems in Industria! 

It is one of the well known standard Marketing,” Mr. Evans is asked a 

indexes to periodical literature issued question regarding the long negotiat- 

by this company which has a very wide ing time needed in the approval of ad 

ye, university, and vertising budgets. 

We had that difficulty for many 

the Indus- years in this company. In fact, on a 

are not selected by number of occasions it resulted in 

ourselves, but by subscribing libraries. such delayed appropriation approval 

Frequently suggestions are made to us that our whole first quarter’s efforts 
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Do you know what fagoting is—what a swing clutch is—how 
road base is stabilized—what a gas purger does—how a skip 
hoist works—where a spout magnet serves—what butyl ace- 
tate is used for . . . and there are hundreds of equally tech- 
nical questions you could ask the engineers at Russell T. 
Gray, Inc. ... and find they know the answers! 


To bring to you the advantages of technical and engi- 
neering training—a ready understanding of the markets 
and buying habits that engineering products must sell to 
and cope with, is our job. Remember, we handle no gen- 
eral consumer accounts! Industrial markets are our daily 
contact and have been for nearly 23 years! 


Industrial research with us is a continuous thing lived 
every hour of every day—not a spasmodic effort that would 
occur only when we were bothered by industrial business 
as a part of larger more lucrative general business. 


Here is knowledge and experience that can do a better 
job on your industrial advertising problem—and the cost 
isn’t high! There is, of course, no obligation in asking 
us to eall. 


RUSSELL T. GRAY, INC. 
industrial Advertising 


<05 W. Wacker Drive Chicago, Illinois 


——— 





——— 
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were held up to a point where 
throughout the year we were always 
behind instead of ahead in our sched- 
uling of publication advertising, direct 
mail, ete. 

This year we are trying a new plan 
to avoid this difficulty and it may be 
of interest to the advertising manager 
who sent the inquiry mentioned above. 
We have secured our president’s ap- 
proval to having the budget for the 
first quarter of 1941 approved on 
Nov. 1, or directly thereafter, and 
will submit the regular year’s budget 
at the same time but not for approval. 


The first quarter’s budget will be ap- 
proved and then there will be ample 
time for consideration of the full 
year’s budget prior to the first of Jan- 
uary, and the expenditures of the last 
three quarters will be adjusted so that 
the total year will be within the bud- 
get finally decided on. Meanwhile, we 
will be able to go ahead full tilt on our 
first quarter’s program, and the full 
year’s program will be approved long 
in advance of our need to consider 
second quarter advertising and promo- 
tion. 

We feel so sure that this is going to 





leading industrial advertisers are 
cluded 


EXCAVATING ENGINEER 


1940 advertisers include 


Allis-Chalmers Mig. Company 

American Chain & Cable Co., Inc 

Atlas Imperial Diesel Engine Co 

Bethlehem Steel Corporation 

Brooks Equipment & Mfg. Company 

Buckeye Traction Ditcher Company 

Bucyrus-Erie Company 

Caterpillar Tractor Company 

Differential Steel Car Company 

The Ensign-Bickford Company 

Gatke Corporation 

General Electric Company 

General Motor Sales Corporation 
Diesel Engine Division 

Goodall Rubber Company 

Geo. Haiss Mig. Company 

Harnischleger Corporation 

The Hayward Company 

Hercules Motors Corporation 

The Hercules Powder Company, In 

Homelite Corporation 

Ingersoll-Rand Company 


1014 Monroe Ave. 





OU will be in “good company” 
if you place your name in the 
list below, for some of the worlds’ 


You will also learn how effective 
EXCAVATING ENGINEER'S horizontal 
coverage of the excavating industry 
actually is. Here is a monthly trade 
journal, founded in 1905, which will 
show you lower all-around advertising 
costs for reaching this important market 


Ask to see a report or NIAA publisher's statement. 


EXCAVATING ENGINEER 


for reaching the water well drilling industry use “The Driller” 





International Correspondence Schools 
International Harvester Co., Inc 
Jaeger Machine Company 

Koehring Company 

A. Leschen & Sons Rope Co 

R. G. LeTourneau, Inc. 

Macwhyte Company 

Northwest Engineering Company 
Wm. W. Nugent & Company, Inc 
The Owen Bucket Company 
John.A. Roebling’s Sons Company 
Rogers Bros. Corporation 
Sanford-Day Iron Works 

Scuerman Bros., Inc 
Socony-Vacuum Oil Co., Inc 
Standard Oil Company of California 
The Timken Roller Bearing Company 
United States Steel Corporation 
Wellman Engineering Company 
Westinghouse Elec. & Mig. Co 


South Milwaukee, Wis. 
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work out satisfactorily that 
thought you might be interested 
the idea. 
K. B. Hopkins, 
Advertising and Sales Promotion 
Manager, Graybar Electr 
Company, Inc., New Yor! 
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INTERESTING AND BENEFICIAL 
To tHE Eprror: On catching up 
on the last few issues of INDUSTRIAI 
MarRKETING I[ ran across Mr. Fulton’s 
article, ““The Human Side of Selling.” 
Although chary of selling formulae, 
I stayed with the article and was 
keenly interested and definitely bene- 
fited by it. Thanks very much for it. 
We would like our dozen men to 

read it. Are prints available? 

Racpu W. Baker, 

Assistant to the President, 
The Flood Company, Cleveland. 
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RESENT COPY CHASERS' 
CRITICISM OF PANEL DISPLAY 


To THE Epitor: While it has been the 
annual privilege of The Copy Chasers t 
register a squawk about the method of 
handling panel exhibits at the NIAA Cor 
ferences, their “O.K. As Inserted” 
October certainly deserves a “counter 
squawk.” 

To begin with, they have assumed that 
their criticisms of past years were respon 
sible for the changes made by the Panels 
Committee this year. To the best of our 
knowledge, during the many discussions 
ot both the Panels Committee and the 
General Conference Committee, no ref 
erence was made to any ideas The Copy 
Chasers may have had on the panels ex 
hibits. The changes were prompted en 
tirely by the attitude that members of « 
committees had taken toward the exhibits 
at previous Conferences If the ideas that 
we furnished were “not for the better” 
there is no need for The Copy Chasers 
to assume any of the responsibility 

It is their contention that because 
the new classifications that were set up 
namely; trade paper, direct mail, catalogs 
and house organs, it was “virtually 
possible to judge intelligently” since the 
complete sales promotion program could 
not be seen “in one hunk.” However 
they go on to say, “Our private a ards 
are for space advertising only. That's all 


we write about ordinarily, we hate se 
organs as an economic waste cons red 
in relation of their good to their st 
(an asinine statement if we ever read one) 

and both direct mail and catal are 
specialized fields we habitually | t 


s< ymeb« rd y else = 


That certainly is complete admission 
that different types of industrial adverts 
ing should be considered separately And 
if it is impossible for a jury of awards t0 
select the best campaigns in such if 
cations, how in heaven's name < The 
Copy Chasers justify their selections 
the publication classification alor A 
direct mail campaign can work “} in 
glove’ with a trade paper sched yet, 

pro 


as one distinct division of a compl 
gram, there certainly is no reasot 
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Over 1,450 Members in 
These 20 District Chapters 
and elsewhere 






BOSTON 
CHICAGO 
CINCINNATI 
CLEVELAND 
DETROIT 
GETTYSBURG 
INDIANAPOLIS 

LOS ANGELES pas 
MILWAUKEE Nose 
MONTREAL eS SS 





NEWARK 
NEW YORK 
PHILADELPHIA P ‘ — 
PrTTSBURCE Every feature of the relationship of a member to NIAA is just 

SAN FRANCISCO 


To . ° . . . 

TORONTO bursting with benefits to the individual. Every phase of the many 
WESTERN NEW 

ENGLAND . wom . . . . . 
YOUNGSTOWN activities of this active association carries an advantage to every 


If you're leeated where 


there, i'ma chapter, ask one engaged in industrial advertising and marketing. Write 
ing membership - at - 


rn oy today for the full story of the benefits these features provide. 


establishing a NIAA chap- 
m your city. 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


100 EAST OHIO STREET CHICAGO, ILLINOIS 
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PROSPECTS ? 








| ; is 
kete Se M TOW H i Lists 
t i ire maximur sults trom 


Ask for the handy reference file-folder de- 
scribing these lists and how they are built 
and maintained—also for a copy of “Testing 
Direct Mail in the Laboratory.” 


DIRECT MAIL DIVISION 


McGraw-Hill Publishing Co., Inc” 


330 West 42nd St., New York, N. Y. 


DO YOU KNOW 


What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you, 
because 


We Clip Magazines— 


some 3,000 of them in all these 
fields—promptly, carefully and 
intelligently— 


and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 











SUSPECTS OR- 


A transcontinental motor 





bresght system serving over 


3300 points in 34 states 


FREIGNT WAYS. 





cannot be judged separately in competition 
with similar material 

In our estimation, we had an excellent 
group of judges this year. Four of them 
control the purchase of hundreds of 
thousands of dollars worth of industrial 
equipment yearly. One is a vice-president 
and former copy director of one of the 
country’s largest agencies Another is 
manager of the principal office of a well 
known machinery concern. The seventh 
has achieved a national reputation in the 
field of sales and advertising research 
Each of these men, while at first over- 
whelmed by the magnitude of the task, 
was extremely conscientious in his judg- 
ing-spending hours at the job Not one 
of them even suggested that it was “im- 
possible” to select the best campaigns be- 
cause of classification divisions. And the 
results of the various tabulations showed 
that each judge, with practically no collab- 
oration with the other members of the 
jury of awards, arrived at almost identical 
conclusions in picking the winners If 
they were all influenced by what The Copy 
Chasers term “surface appearance,” we 
would be inclined to give more attention 
to that quality in our future advertising 
After all you can't overlook the fact that 
four of these seven men buy our products, 
in many cases as a result of impressions 
created by our advertising efforts 

When we assumed the responsibility for 
makine changes in the rules and regula- 
tions for the panels exhibits, we expected 
a certain amount of criticism. Even when 
following established nrocedure, each new 
committee is entirely inexperienced in 
handling such a job and cannot be ex- 
pected to operate with professional pre 
cision, and particularly when it is neces- 
sary for the members to devote consider- 
able time to their own work. If The Copy 
Chasers had offered constructive sugges 
tions as to how the procedure might be 
improved in the future, we would have 
been extremely interested in their ideas 
When illogical criticisms were presented 
evidently for no other reason than it has 
become the custom to criticize—with no 
trace of a theory for bettering the situa 
tion, we certainly feel that we are entitled 
to voice an emphatic protest 

We knew that there were faults in the 
old system. We made an honest effort to 
correct these faults. If we were to go 
through the experience again, we would 
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do some things differently, but we wou 
hold to the same general plan which 
followed this year. If The Copy Chas« 
can develop the perfect plan, they shou 
present it before the 1941 Conference 
forget the squawks when the show is o\ 
1940 MemBers PANets ComMItTT! 
Charles M. Gray, Chairn 
a ee. 
MERCHANDISING ADVERTISING 

To tHE Eprror: We’re enclosing 
reprint of an ad which we’re running 
in a current issue of a trade magazine. 
We “advertised” this piece of copy 
before publication—sending a reprint 
to all our salesmen, who in turn 
showed it to customers. 

With the ink not yet dry on the 
magazine covers, we've received orders 
for additional copies from shippers 
who want their shipping departments 
informed. Who was it who said that 
publication advertising wasn’t “‘last- 
ing” in effect and use? Our best re- 
gards to your fine publication. 

GRANT GORDON, 

Advertising Manager, Freightways, 

Salt Lake City, Utah. 
vvy 
ARTICLES ON PACKAGING 


To THE Eprror: 
readers would like to write in to say 


Perhaps your 


whether they would like to see more 
articles on packaging as a phase of 
marketing, and perhaps, if you aroused 
enough interest, you might lean on 
this a little. 
WittiaM O’NEnr, 
Product and Package Designer, 


New York. 


Love Elected President 
"The Petroleum Engineer" 


W. L. Love, formerly vice-president 
and advertising manager, The Petro! 
Engineer, has 
elected president t 
succeed Claré u 
Morris, who died 
recently. Mr. Love's 
connection with oil 
publications dates 
back to 1926, wher 
he was made st 
ant to the advertis 
ing manager of The 
Oil and Gas 
nal after having 
been manag* I 
the Philade 
ofice of the -\et 





W. L. LOVE York Pack. He 
joined the staf o! 
The Petroleum Engineer in 1929 Ad 
vertising manager and subsequently was 
elected a vice-president 
T. J. Crowley, a vice-president the 
company who has been in charge the 
mid-continent advertising territor nas 
been elected advertising manager rher 


officers are: K G Sclater. first VIC resi 
dent and _ editor; J L Dwyer ce 
president; and W. T. Bryan, manager ane 


secretary-treasurer 
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Milestones 


in Publishing 


The progress and development of de- 
as manifested in the everyday prod- 

icts of life, business, and industry during 
the last ten years are portrayed in the 
sual thorough and fascinating manner of 
The Architectural Forum in its October 
issue called “Design Decade.” The presen- 
tation explains how the new design trend 
started, how fast is is moving, where it is 
going. It shows that it is not just a 
“style,” but rather a major design revolu- 
tion affecting nearly everything men make 
and wear and use. Included, also, is a 
preview of what might be expected to- 
morrow as visualized especially for the is- 
sue by nineteen of America’s foremost 


designers 








se 

In acknowledgment of the technician's 
role in the development of aviation, Aero 
Digest for November inaugurates a new 
section to be known as “Aviation Engi- 
neering’ to be handled as a magazine 
within a magazine. The section will be 
devoted to feature articles on design, 
aerodynamics, power plants, accessories, 
armament, structures, metallurgy, produc- 
tion methods, maintenance, research, ser- 
vicing, and other subjects. New aero 
nautical equipment and material also will 
be featured in this section 

. 

Following three and a half years of pub- 
lication without advertising, Freehold, The 
Magazine of Real Estate, Chicago, will 
accept advertising starting with the Jan- 
uary, 1941 issue. William A. Edwards 
has resigned as representative of National 
Real Estate Journal and Buildings and 
Building Management to become advertis’ 
ng director of the publication effective at 

The magazine is published twice 
monthly by the National Association of 
Re Estate Boards. 

. 

1941 edition of A.S.M.E. Mechan- 

atalog and Directory made its ap- 

pe ce last month with a total of 502 
pages bound in red cloth. In addition to 
regular catalog pages, the volume carries 
tory listing every manufacturer of 

trial equipment and materials used in 
echanical engineering field. Manu- 

ers are also listed alphabetically and 

ng to trade names of their prod- 


ical Index, New York, a monthly 
tion featuring hospital equipment, 
supplies, surgical instruments, and 
dic appliances, made its debut last 
The publication is designed espe- 
give news of new professional 


. 
wing an increase of ten per cent 
lation, Roads and Streets has is- 
ew rate card, effective Jan. 1. The 

pages have been advanced $10, 
the increases range from 4.5 to 
cent 

e 
ture of the Metal Show Issue of 
is a fifteen-page section entitled 
Pr ss in Metals Told Pictorially.” Fif- 
photographs with captions were 
tell the story. 


[CONTINUED FROM PaGE 14] 


Information, Please 


mediate job of supply defense needs 
that they neglect the task of keeping 
industry informed of their products 
and policies, will set the stage for the 
advance of the numerous smaller, ag- 
gressive, ambitious companies which 
are preparing to step in and take lead- 
ership positions in many industries. 
There will be new advertisers of im- 


IN ADDITION 

REACHES 4,152 
MEN; 2,089 VICI 
SECRETARIES, ETC 
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portance coming to the front in the 
near future. They will be listening to 
the demands of industrial buyers, ‘and 
will be prepared to answer when indus- 


try says, ‘Information, Please!” 


Hill Appointed by Two 

W. S. Hill Company, Pittsburgh, has 
been selected to handle the advertising of 
Erie Foundry Company, Erie, Pa., manu- 
facturer of forging hammers and presses, 
and of the Lamac Process Company, Erie, 
Pa., manufacturer of Lamac-Weld invis- 
ible shoe soling presses and equipment. 
Allen K. Shenk is account executive 


TO 20,523 PRESIDENTS, DUN’S REVIEW 
OWNERS AND PARTNERS; 152 CHAIR 


PRESIDENTS: 2,122 TREASURERS; 2,625 
AVERAGE TOTAL EDITION 53,535. 
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A Safe Combination 





PROFITABLE 














ADVERTISING 
Safeguard your investment in adver 
tising by using tt sound and sea 


ned "First Paper’ in the field. PIT 
AND QUARRY has grown steadily 
through prosperity and depression 
if leads 


—in NET PAID producer circulation. 
—in plant coverage. 

—in advertising volume. 

—in exclusive individual advertisers 










a, \ 

\ \ Start with the j 
\\ Giant JAN 

\ UARY REVIEW 


NUMBER. 


Ask for 
Rate Card Le 


PIT and QUARRY 


907 Rand McNally Bidg., Chicago, Ill. 














WHO? WHAT? WHERE? 
WHY? HOW? 


IND ALL the answers in the new, 
revised, complete 1940-41 edition 
of MacRAE’S. 
over 50 thousand important industrial 


In constant use in 


plants, MacRAE'S offers you the op- 
portunity of placing your sales mes- 
sage before the buyer at the very 
moment when he is looking for the 
purchasing 


answer to his specific 


problem. 


MacRAE’S BLUE BOOK advertis- 
ers have profited from their invest- 
ment from one to three decades. 
Learn today how you, too, can share. 


Write or wire for complete data. 


MACH RES 


18 East Huron Street Chicago 


48th year of leadership. 














N. LA. A. News 


What local chapters of the National Industrial 
Advertisers Association are doing and thinking about 





Budgets Survey to 
Be Published Soon 

The national headquarters office of the 
NIAA has completed the work of tabulat- 
ing the returns in the annual survey of 
industrial advertising budgets and the 
completed report is expected to be released 
to members during the month, according 
to Mildred R. Webster, headquarters sec- 
retary 


Active Members Get 
"17 Reasons Why" 

Copies of the Eastern Industrial Adver- 
tisers, Philadelphia, presentation at the 
Detroit Conference giving seventeen case 
studies of what happens to business when 
advertising is discontinued even though 
production facilities are over-sold have 
been mailed to all active members of the 
NIAA. Others may obtain copies at $1 
per copy from Graham Rohrer, Baldwin- 
Southwark Division, The Baldwain Loco- 
motive Works, Philadelphia, Pa 


Stair Elected President 
Mason-Dixon Chapter 

J. William Stair, advertising manager, 
B. M. Root Company, has been elected 
president, The Mason-Dixon Industrial 
Advertisers, Gettysburg, Pa., succeeding 
Frank W. Pensinger, advertising manager, 
Landis Tool Company, Waynesboro, Pa. 
Other officers elected are: Vice-president, 
Henry G. Erck, Van Sant, Dugdale & 
Co., Inc., Baltimore; secretary, Gordon 
Thomas, Landis Tool Company; and treas- 
urer, Guy R. Washinger, assistant sales 
manager, T. B. Wood's Sons Co., Cham- 
bersburg, Pa. 


Los Angeles Re-elects 
All Officers 


All officers of the Industrial Marketers 
of Southern California, Los Angeles, have 
been re-elected to serve another term. 
Martin R. Klitten, The McCarty Com- 
pany, is president; Samuel C. Eastman, 
Dozier-Graham-Eastman, is vice-president; 
and Davis E. Browne, California Oil 


World, is secretary-treasurer. 


Perry Talks on 
Nazi Propaganda 


“German propaganda has appeared in 
our own papers,” B. B. Perry, Assistant 
Press Censor, Canada, declared before the 
Industrial Advertisérs Association of On- 
tario, last month. “Canadian papers’ in- 
dustrial supplements have given prospec- 
tive saboteurs vital news of Canadian 
plants, and even the Nazis themselves have 
been guilty of this error in their publica- 
tions,” Mr. Perry charged. “Most Cana- 
dian war industries are new, and the press 
censor’s job is to prevent details of their 
position and products from reaching the 
enemy.. One or two competent saboteurs 
could seriously impair Canada’s war effort, 
so if there is any doubt as to a piece of 
copy or a photo, submit it to the censor,” 
he suggested 
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Expressing the opinion that public 
lations involves as much the interpretation 
of the public to management as it involves 
interpreting management to the public, | 
G. Johnston, J. G. Johnston and Asso 
ciates, delivered an address on “Public 
Relations of Canadian Industry.” “This 
was perhaps the reason why former news 
paper men were adaptable to the field of 
public relations, since newspaper training 
is in large part the development of judg 
ment of public reaction to events and 
nouncements of policy,” Mr. Johnston as 
serted. “In all public relations work in 
this country,” he continued, “the interest 
of the farmer should not be forgotter 
This is merely enlightened self-interest or 
the part of industry, since farm purchasing 
power is essential to prosperity and prog: 
ress in the Dominion. This means that 
industry should always endeavor to keer 
costs and selling prices down.” 


Chicago Told the 
Job for Advertising 


When the entire structure of advertis 
ing as a part of the national machinery 
of distribution follows more closely th« 
strict adherence to facts which character 
izes industrial advertising today, it will be 
better off, C. C. Younggreen, executive 
vice-president, Reincke-Ellis-Younggreen & 
Finn, Chicago agency, asserted in an ad 
dress last month before the Engineering 
Advertisers Association, Chicago. Mr 
Younggreen shared the program with G 
D. Crain, Jr., publisher, INDUSTRIAL Mar 
KETING, both discussing the subject “What 
Job Should Industrial Advertising Try t 
Do?” Mr. Crain's talk is reported else 
where in this issue. 

In referring to the need for advertising 
during the defense program boom, Mr 
Younggreen answered the question “Why 
advertise when we have all the business 
we can handle?” by asking a series of 
questions: “Is it good business to lay of 
salesmen when the plant is back-ordered? 
Is there any value in maintaining good 
will and friendship in business? Is there 
any advantage in keeping your name in 
the limelight even if you are not pressing 
hard for orders today? Do you think that 
the same men who are deciding on your 
products today will always be there? In 
times like these, don’t you see more young 
men and new men coming in—men who 
should be educated as to your line before 
they get promoted into spots where you 
will have to show them why your line 15 
the one for them?” .. . 

“I was asked recently why advertising 
is necessary when the sales force on 
tacting all worth while buyers,’ Mr 
Younggreen continued. “In my op:nion, 
it is necessary for a number of reasons 
Buyers, being human do not like al! sales 
men. Say it another way, no salesman % 
top-hole with all the buyers he calls on 


a | 


Advertising shows the buyer that there 3 


a responsible company, with de-irable 
products, back of the salesmen yers 
change jobs. Salesmen are always 1: ding 


new buyers in old accounts with 
they must establish friendship an ni 





































































KENNETH W. AKERS, for the last five 
years vice-president and creative director 
of Gris old-Eshleman Company, Cleveland 
agency, as been elected executive vice- 
president and will assume additional ad- 
ministrative and management duties. Mr. 
Akers has been responsible for the Good- 
rich industrial copy which has been given 
many recognitions by The Copy Chasers 


Advertising helps bridge the gap 

er It is also true that salesmen change 

and if your company has no other 

tact with the buyer than through the 

men, your position is not what it 
d be.” 

Discussing a seller's and buyer's mar- 
ket, Mr. Younggreen cautioned: “When 
times change and we have a seller's mar- 
ket, as today, the advantage is all with 
the manufacturer who has maintained his 

ef in quality. His customers will be 

int of back orders. They will feel 
that his wares are worth waiting for if 
necessary. On the other hand, customers 
teel little or no loyalty toward the man 
ld on price during the buyer's mar- 
ket. I believe that most reputable manu- 
lacturers are suspicious of products offered 
t lower than normal prices. They 

® r if something is being skimped 

t material, in manufacturing proc- 

in testing. No matter what the 
itter does later, even if his prices 
line during a seller's market, his 
rs are likely to wonder about the 
of his work. 
e net, against the attacks of price 
tion,” Mr. Younggreen concluded, 
ing can go a long way in justify- 
price, by making the prospect 
of quality and the unseen values 
trom integrity.” 


Distributor Codperation 


Discussed by New England Chapter 


ent codperation and help from 
ifacturer is essential to effective, 
listribution of industrial products 
distributors, A. W. Tucker, sec- 
et Che Henry G. Thompson & Sons 
Haven, Conn., stated in opening 
the ssion meeting of the Western 
Nev gland Industrial Advertising & 
z Council last month. Particular 
was placed on the importance of 
e distributor to use mailing pieces 





and other promotion material by making 
him see how it can increase his business. 


Harry Carroll to Talk 


On Sales Promotion 

Harry M. Carroll, advertising manager, 
Hyatt Bearings Division, General Motors 
Sales Corporation, Harrison, N. J., is 
scheduled to conduct one of the clinics in 
the Advertising and Selling Course spon- 
sored by the Advertising Club of New 
York. Mr. Carroll will lead the discus- 
sion on “Promoting an ‘In-Built’ Industrial 


Product™ on Feb. 27. 


New Jersey Hears 
Gebhart's "Proof" Story 

“Proof that Business Cannot Afford to 
Abandon Advertising,” the lead article in 
INDUSTRIAL MARKETING’S October issue, 





a presentation made before the Detroit 
Conference by Walter H. Gebhart, sales 
manager, Industrial Division, Henry Diss 
ton and Sons, Inc., and president, Eastern 
Industrial Advertisers, Philadelphia, was 
again repeated for the benefit of the mem 
bers of the Industrial Marketers of New 
Jersey at their meeting last month. 


Goodrich Appoints 
Tucker Advertising Director 


Frank T. Tucker, formerly manager, 
B. F. Goodrich Company’s tire advertis 
ing, has been named director of adver 
tising, succeeding P. C. Handerson, re 
signed. Mr. Handerson, a director of both 
the Association of National Advertisers 
and the Advertising Federation of Amer 
ica, will engage in general advertising 
work. 











2961 engineers and executives working in 584 


different groups 


industry and engineering constitute the mainspring of the practical 
**Million dollar’’ service projected by Mechanical Engineering. 


The principles and practices uncovered by these far-reaching and 
highly organized A.S.M.E. efforts and the developments-in-the-making 
for which forward-looking engineers are constantly looking, are 


reflected in 


MECHANICAL 
ENGINEERING 


In addition there are many original articles giving first-hand experiences 
in research, in design, in operation and other mechanical subjects . . . 
by many of the world’s foremost engineers. 


De YOu know of any ‘‘Editorial service’’ that rates higher in point of 
and to the men, some 15,000, who 


practical value to industry ... 


represent the real responsibility throughout the industries? 


A service directly related to the practices of TODAY and TO- 


MORROW in ALL the industries. 


MECHANICAL ENGINEERING and its 
publisher, The A.S.M.E., have been func- 
tioning for over 60 years . . . on the basis 
of rendering a service which can be ac- 
complished only through associated effort. 
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Membership Guarantees 
Reader Quality 





The American Society 
of 
Mechanical Engineers 
29 W. 39th St., New York 


each group made up of men active in 
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DEFENSE 
orders have closed the 
doors of many plants to 
salesmen. In these plants, 
the Purchasing Executive is 
now more important than ever 
before! Be sure you reach 
him! Add PURCHASING to 
your schedule. Conover-Mast 
Corp., New York, 205 E. 
42nd Street; Cleveland, 
Leader Bldg.; Chicago, 
333 N. Michigan 
Avenue. 
































PURCHASING 
VUEADETU 
the C nly Aational 


. Vlagayine For 


Sarchastng Jf vecal(ves 








ADVERTISING VOLUME FOR OCTOBER ISSUES OF 
INDUSTRIAL, TRADE AND CLASS PAPERS 


Unless otherwise noted, all publications are monthlies and have 
standard 7x1l0-inch type page 


Pages 

Industrial Group 1940 1939 
Aero Digest eccescesesece 7125 *89 
Air Conditioning & Refriger 

ation News (w) (11! 2x 

a aa eee 130 19 
American Builder & Building 

Age eeeceeeeeseeeseeees 79 71 
American Machinist (bi-w).7§383 §204 
Architectural Forum ...... 102 85 
Architectural Record ...... 62 3 
Automotive Industries (bi-w) §184 §158 
EY iaare eke seas g 87 68 
Bakers’ Helper (e.0.w.).... 127 122 
Brick & Clay Record eeeees *19 *18 
Bus Transportation ....... 69 68 
Ceramic Industry ......... §$*68 *45 
Chemical & Metallurgical En 

PEE ee 148 116 
Civil Engineering ......... 21 19 
eee $148 70 
Construction Methods (8%x 

3) ESP ye ree 67 0 
Cott Mm cose oeeeseeseecesser $130 §123 
Diesel Power & Diesel Trans 

ERS ee 48 3 
Diesel Progress (8! Sxll)... 35 31 
Electric Light & Power..... 57 49 
Electrical South .......... §*43 *23 
Electrical West .........- 4] 44 
Electrical World (w)...... 154 129 
Engineering & Mining Jour- 

0 REALE OF nee Se 83 78 
Engineering News-Record 

ree eer ae §241 §171 
Factory Management & Main 

NIN Ueland 06:66: 165 117 
Food Industries .......... 72 2 
ER §50 §42 
eT 8) | eee §100 §86 
Heating, Piping & Air Con- 

NE A aig ti iw @ 70 60 
Heating & Ventilating Maga 

rr eer eee 14 23 
Hitchcock’s Machine Tool 

Blue Book (414x6Yy)... *178 *195 
Industrial & Engineering 

Chemistry (3 editions)... 134 109 
Industrial Power (414x6%) 71 66 
The Iron Age (w)....... t§*499 $*349 
Ce COO oe ccccctaees §53 $61 
Machine Design .......... 113 3 
Pe Ti. wee gkbeeeen 205 §285 
Manufacturers Record ..... *42 *38 
Marine Engineering & Ship 

Sint TSE accccccteces 81 7 
Mechanical Engineering ... 39 35 
Metal Finishing .......... 46 43 
Metal Progress ceoeeeeeses 154 140 
Metals and Alloys......... 120 88 
Mill & Factory...cccccccs 158 15 
rt PE nan aa'wsieweee 83 69 
Modern Machine Shop (44 

a eke cds 193 140 
National Petroleum News 

Pe entsanaatehiee bas t102 98 
National Provisioner (w)... 97 91 
Oil & Gas Journal (w) (9x 

ee ian ns ae aig aa t*276 §*239 
See WUGGEE CMP cccccccecs 156 201 
The Paper Industry and Pa 

per World eecoecececesce 69 62 
The Paper Mill (w)...... *98 *92 
Paper Trade Journal (w). .*|/$122 *96 
i ee 6 <.c~ «ows whe 51 44 
Petroleum Engineer ....... §95 §129 
££ A, eer ee *50 *44 
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Pages 
1940 19 
a  nY 193 | 
Power Plant Engineering... 87 
Practical Builder (10x15) 10 
ee ee ee alae 44 
Product Engineering ..... 109 
Products Finishing (4Yyx 
6! BD ccceccccesseseese 42 
a) Eee ere 73 
Railway Age (w).......... 41 §2 
Railway Purchases & Stores. 51 
Refiner & Natural Gasoline 
Manufacturer .......... 92 
Roads @ Streets.......... 46 . 
Southern Power & Industry. 67 { 
DE Nc tid Vans wane die are §297 §1228 
Telephone Engineer ...... 39 7 
co. eee §*90 §t*84 
EE cc diewacduwen 112 4 
Water Works & Sewerage.. 38 
Water Works Engineering 
RR ee 52 
Welding Engineer ........ §35 2 
Western Construction News 63 6 
Wood Worker ........... 43 +l 
Wood - Working Machinery 
(4! 5x6! BP ceccscccocce *5] 
a eee a 8,082 6,9¢ 
Trade Group 
American Artisan ........ 66 55 
American Druggist ....... 97 83 
American Exporter ....... 140 69 
Boot & Shoe Recorder (w) *114 *107 
Building Supply News..... 38 31 
Commercial Car Journal.... 87 78 
Domestic Engineering ..... 65 72 
Electrical Contracting ..... 90 66 
Electrical Merchandising (9x 
Sad, Qonusnscbnsbeees aca *56 40 
Farm Implement News (bi- 
Chas wae tebe bun mes 71 59 
Hardware Age (bi-w)..... 186 148 
Jewelers’ Circular—The Key- 
i hee cbscn ses eeee a 84 84 
Mida’s Criterion ......... 4 10 
ee ee san eae 188 3 
ee eer 95 45 
Plumbing & Heating Journal ||*31 *34 
Sheet Metal Worker....... *44 *45 
Southern Automotive Journal 72 63 
Southern Hardware ....... 47 46 
Sporting Goods Dealer..... 66 ) 
0 ere 1,641 498 
Class Group | 
Advertising Age (w) (10% 
<p Naa aie aie 100 4 ) 
American Funeral Director. 59 I 
American Restaurant ...... 83 68 
Hospital Management ..... 29 7 
Hotel Management ....... 46 4 
Industrial Marketing ...... 58 43 
Market Data Book Number. 101 "9 t 
Modern Hospital ......... 110 
Nation’s Schools ......... 40 4 € 
Oral Hygiene (4 5/16x 
> | eee 121 5 
Restaurant Management ... §123 av 7 
Trafhe World (w)........ 87 6- 
t 
«othe haaneu eee 957 795 a 
2 , \ 
§Includes special issue. *Includ: i 
sified advertising. ||Last issue est ed 0 
tFive issues. ¢Three issues O 
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Business Advertising 
Jumps 15.54°/, in October 
@ ADVERTISING in business papers 


for October took a jump of 15.54 per 
ent over corresponding issues of a 
ear ago, according to reports of 110 
wublications included in the accom- 
panying tabulation. The gain for 
¢ first ten months of this year was 
|2 per cent as compared with the 
en-month period of 1939. 
The industrial group, on the basis 
f seventy-nine papers reporting, made 
eains of 16.08 per cent for the month 
ind 10.19 per cent for the period to 
late in contrast with the 1939 figures. 
['wenty publications in the trade di- 
sion showed increases of 9.54 per 
cent for October issues as against those 
of last year and a gain of 4.63 per 
ent for the ten-month period. 
The eleven papers in the class group 
carried 22.98 per cent more business 
October issues this year than a 
year ago, while the volume to date 


was ahead by 8.27 per cent. 


CONTINUED FROM PaGE 23 


Plan Follow-up 


outline of advertising programs with 
campaign proofs along with adequate 
dealer help material, he can then really 
give your proposition some careful 
consideration, and thus be led pro- 
gressively along the path toward the 
proverbial “dotted line.” All of these 
steps along the follow-up road are 
definitely a part of making industrial 
idvertising space less expensive and 
re productive. 

Each step can be pre-arranged and 
coordinated through that sphere of 
service known to all of us as direct 
mail sales promotion—whose job it is 
to see that the productive results of 
your advertising department or adver- 
agency are delivered directly to 


the right people at the right time. 

it is sales promotion’s job to fill the 
gap and stop the leaks which exist in 
many industrial organizations today 
between the personal selling effort of 


iles force and the mass selling 
etlort of the advertising department. 

\f your sales promotion department 
is on the job all day every day, some 


normally regarded as waste in 
advertising may happen to you, but 
you can rest assured that losing money 
on your business paper space won’t be 
One of them. 





Packaging Pamphlets Released 


The American Management Association, 
New York, has recently published three 
new pamphlets on packing and packaging: 
“Planning the Package,” “Pitfalls in Pack- 
age Production,” and “New Progress in 
Packing and Shipping Techniques.” The 
first covers such subjects as design, color, 
labeling, and legal problems; the second 
has chapters on liquid filling, dry filling, 
closures, wrapping, labeling, and cartoning, 
and the last is a study of engineering 
aspects of adhesives, protection in shipping 
container design, the essentials in training 
packers, and the technical aspects and 
characteristics of liner board 
Bundy Tubing Appoints 

Brooke, Smith, French & Dorrance, 
Inc., Detroit and New York, has been 
ippointed by Bundy Tubing Company, 
Detroit, to handle its advertising 


Changes at American 
Machine and Metals 


Wayne Mendell, formerly in charge of 
the central sales region of American Ma 
chine and Metals, Inc., East Moline, IIl., 
has been appointed acting general sales 
manager of all divisions. Bailey A. Dick 
erson, formerly assistant sales manager, 
Troy Laundry Machinery Division, has 
been appointed to the post of sales man 
ager of that division with headquarters at 


East Moline, III 


Blackwell Joins "Forbes" 
Raymond E. Blackwell, formerly asso 


ciated with the Crowell-Collier organiza 
tion, and prior to that advertising manager, 
De Soto Division, Chrysler Motors Cor 
poration, has been appointed mid-western 
manager, Forbes Magazine, with ofhces in 
Detroit. 
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Officials in attendance at the Cletrac-Heil dealer meeting recently held at Cleveland at which 
demonstration was made of a full new line of Heil Company equipment now available for 
use with Cleveland tractors. Left to right: Howard Meermans, Meermans Advertising Co 
(Cletrac agency); T. A. Miller, industrial division sales manager, The Heil Company, Mil- 
waukee; Steve Brown, advertising manager, Cleveland Tractor Company; H. P. Mee, executive 
vice-president, Cleveland Tractor Company; Joseph Heil, executive vice-president, The Heil 
Company; and W. Ellizey Brown, vice-president in charge of sales, the Cleveland Tractor 
Company. Each company is now running advertising which includes the other's equipment 


ooks 


New editions of particular interest to 


advertising and marketing executives 








Design This Day 

“Design This Day, The Technique of 
Order in the Machine Age,” by Walter 
Dorwin Teague, 292 pages, contains chap 
ters on unity, simplicity, proportion, sym- 
metry, style and related aspects of design 
The book is heavily illustrated with pho- 
tographs on the old and new craftsman- 
ship; adaptation of form to function; adap 
tation of form to materials and techniques; 
unity and simplicity emerging in modern 
forms; rhythm of proportion, line and 
form; accent, scale and emphatic balance, 
etc 

Commenting on industrial design, the 
author states “Most striking of all is the 
rise, within half a generation, of this new 
profession of industrial design, in which 
one man of restless mind and many inter 
ests assembles around him a group of vari 
yusly trained co-workers-architects, struc 
tural and mechanical engineers, painters 
sculptors, craftsmen, 
writers—and directs their group efforts 


investigators and 


in astonishingly wide range of activities 
These ateliers in a few years have drawn 
within their scope practically every kind of 
making, and we find the same group at 
work on vast building projects, trains, 
ships, airplanes, machinery and mechanical 





savings and improved appearance 


Manufacturers of Vari-Typer 
133 Sixth Avenue 





It’s Easy to Save Money with VARI-TYPER 


Compose copy for your bulletins, sales manuals, 
booklets, catalogs, folders, etc., in your own office 
on the composing Type Writer with changeable 
faces and spaces. Any competent typist after proper 
instruction can Vari-Type your work to stencil, 
metal plate or photo-offset master copy with Jarge 


Write Today for new specimen portfolio, 
“How You Can Save Money With Vari- 
Typer” with actual samples of work issued 
by organizations in the industrial field. 


RALPH C. COXHEAD CORPORATION 
NEW YORK, N. Y 
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products, manufactured articles of 
kinds, the furnishing of simple or sumpti 
ous interiors, projects of a purely estheti 
intention, and the solution of difficul 
problems of modern group living.” P 
lished by Harcourt, Brace and Compar 
New York Price, $6.00. 


Advertising—First Aid to Business 


“ Advertising—First Aid to Business 

transcript of all the lectures deliv: 
it the Survey-of-Advertising Course s1 
sored by the Advertising Women of New 
York, Inc. Twenty chapters are includ 
by speakers who are outstanding practi 
tioners in their respective fields. Emphasis 
is placed on actual illustrative material 
used in the planning and executior 
idvertising campaigns and many sp 
facts and details of speakers gathered 
from their own experiences are give! 
Chapters cover such subjects as Advertis 
ing—Relation to the American Scene 
Market Research; Advertising Agen 
Typographic Layout & Type Composit 
Publicity and Public Relations; Dir 
Mail; Commercial Pictures; Legislatior 
Advertising; etc. It contains 237 pages 
is bound in paper. Published by The ‘ 
solidated Reporting Company, New York 
Price $2 50 
Free Circulation 

“Free Circulation” by Charles L. A 
is the first volume in a series of n 
graphs to be published by the Nati 
Council on Research of the Americar 
sociation of Schools and Department 
Journalism. It is an analysis of eighty-one 
case studies of free distribution pape: 
all types, covering their format, edit 
content, advertising linage and re 
incomes and expenses, circulation ar 
lection methods, and shows the val 
complete coverage. Consisting of se’ 
eight pages, it contains sections on 
Free Distribution; Size and Content; Cir 
culation Methods; Personnel and S 
Sources of Income; Expenditures; an¢ 
Meeting Competition. Available fr 
Louisiana State University Press 


$1.00. 


Sanger Gets Wire Cloth 

Alan Bridgman Sanger, New Y: 
been appointed by the Newark Wi: 
Company to handle the advertisins 
wire screen and wire cloth product 


940 
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A.B. ChanceHouseOrgan 


ide in an issue of “Chance Tips.” 

In this same issue appeared a short 
lustrated article about the book and 
its special features. Shortly after this 
house organ was issued, a form letter 
with return post card was sent to the 
entire list of prospects. Another letter 
was issued to all jobbers and distribu- 
tors advising them of the steps taken 
to get distribution of the catalog and 
asking for information about the quan- 
tity needed for their own sales force. 
Over 5,000 catalogs have been distrib- 
uted by this method and as a result 
of salesmen’s special requests. The 
names of all those receiving catalogs 
have been recorded so that new sheets 
will be sent to them. 

To promote the use of these cata- 
logs, reference is made to them in our 
publication product advertising. Many 
customers have taken the time to ex- 
press their appreciation of these easy- 
to-use catalogs. There is less confusion 
n ordering and an obvious increase in 


bus ness. 


Rex Wadman Heads New 
Publishers’ Association 

Rex W. Wadman, editor and publisher 
D Progress, New York, was elected 
president of the 
National Business 
Papers Association, 
a newly organized 
group, following the 
annual meeting of 
the Controlled Cir 
culation Audit, Inc., 
in New York last 
month. A. F. Lewis, 
general manager, 
Graphic Arts 
Monthly, Chicago, 
was elected vice 
president, and John 
T. Ogden, publish 





R. V WADMAN er, Glass Packer, 
New York, secre 
ederick S. Sly is treasurer and 
I itor 
| 


rship in the association is open 
ial, trade, professional, and class 
ns meeting membership qualifi- 
[he broad purposes of the asso- 
cording to Mr. Wadman, are 
a greater understanding of the 
ind influence of the business 
to provide a central organiza- 
he interchange of information 
mbers for the benefit of all 

ers and the following pub 
ke up the executive committee 
Aurbach, Industry and Welding; 
|. Beil, Syndicate Store Mer- 
Flint Garrison, Garrisons Maga 
es H. Goudiss, Jr , Forecast jor 


aa 1omics; M. O. Haggerty, Na- 
Wong indry & Dry Cleaner; John L 
Hop Meat Merchandising; Walter T 
Hud Earnshaws Magazine; and A. F. 


rican Paint Journals Company 





"Sweet's Catalog'’ Adds Two 
District Offices 

Two new district offices have been 
opened by Sweet's Catalog Service divi 


sion, F. W. Dodge Corporation: one in 
Buffalo at 361 Delaware Ave., the other 
in St. Louis at 721 Olive St A. M 
Jeffery, district manager, with headquar 
ters formerly in New York, has charge of 
the Buffalo office. C. J. Coash, formerly 
an assistant district manager in Chicago, 
is the new district manager in St. Louis 
Other district offices are located in Boston, 
New York, Philadelphia, Pittsburgh, Cleve 
land, Detroit, Chicago and Los Angeles 


Another Button 


Through the letter department of News 
week, Oct. 14, Jay O. Lashar, director of 


advertising, American Chain & Cable 
Company, Inc., New York, suggests that 
the button industry look beyond Nov. §, 
when Willkie and Roosevelt buttons will 
be falling like leaves from a tree, and 
prepare a button with the portrait of 
Uncle Sam and the wording “I am proud 
to be his nephew.” To include the femi- 
nine market others would use the word 
“niece.” Any royalties to Mr. Lashar, he 
says, will be contributed to the Red Cross 


Shell Promotes Two 


H. L. Curtis, formerly sales manager, 
Shell Oil Company, Inc., New York, has 
been appointed sales promotion and adver 
tising manager, and Jamie T. Irvine, for 
merly manager of the mid-west marketing 
unit has been made his assistant 





Flan now Yo advertise 
“in the JANUARY /94/ 
Feature edftions of the 
BPC. Specialized 
fxporl MAGAaZInes.... 


BETTER BUY NOW THAN EVER/ 
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THE JANUARY 194/ ANNUAL 
AUTOMOTIVE SERVICE INDUSTRIES 
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HE success of a catalog de- 


pends upon its reception. 


The beauty, dignity and durabil 
ity of a BROCK and RANKIN 
hard binding give your catalog 
sales advantage, as well as assur- 


ance of enthusiastic reception. 


In the planning of a more effec 
tive catalog, our specialists will 
be glad to work closely with you 
in making recommendations or 
specific re 


There is no obliga 


tion, of course. 


a dummy to your 


quirements. 


CERCLA mechanical metal binding 
CERFLEX flexible plastic binding 
and TALLY-HO, the new loose leat 
binding are now a part of our exten 


Siteé serTrice 


BROCK and RANKIN 


Bookbinding Specialists Since 1892 


619 SO. LA SALLE ST. e CHICAGO 






@ Complete coverage 
of current and back 
issues of trade papers 


and general magazines “Using 
for editorial and adver- eee Senee 
tising material. a ee 


=7,\ee], 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 
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UNITED STATES RUBBE °Oesiwean Y 


One of a series of spreads which will appear in 


RUEEER COMPARY 


FUSSED FRINGES 4 NEW CEA 1H REST Ae SELAZATION 









’ 






"The Saturday Evening Post’ and ‘'Life’’ for 


United States Rubber Company marking a new technique in bringing together all parts of 
an extensive line of products which are of varying interest to the public and industry 


[CONTINUED FROM PaGe 60] 


Clinic Reports 


vised that the steps preceding its interpre 
tation be carried out in accordance with 
good practice. In other words, the ques 
tions asked must be clearly and fairly 
stated, and in such a manner as to elicit 
fair and unbiased answers. For instance, 
if the question “Should the United States 
do everything in its power to promote 
world peace?’ were raised, the answer 
would be unanimously “yes.” But if this 
wording were changed to read “Should 
the United States get involved in a plan 
to promote world peace?” this would 
sharply reduce the number of “yes” an- 
swers. The word “involved” would raise 
certain questions in a person's mind. This 
is a good example of the necessity for 
being careful in the wording of questions 
used. Wrong wording would in many in- 
stances make a survey worthless 

“The work of interpreting research 
data does not, and never will, lend itself 
to any cut and dried set of rules,” Mr 
Best declared. “It is strictly a problem 
of straight, logical thinking. The ability 
to keep within the bounds of sound logic 
is a faculty which is acquired only from 
experience If we are going to use tacts 
and figures uncovered by statisticians, we 
to look beyond the figures.” 


In accepting figures obtained from a 
manufacturer and those obtained from the 
government. Mr. Best believes the manu- 
facturer’s figures are more likely to be 
correct since in reporting to the govern- 
ment, manufacturers might have a motive 
for not revealing everything, while on the 
other hand they would not have any 
motive in withholding information from a 
private manufacturer or agency that de- 
sired the same information 


must learn 


An important matter for the market 
analyst’s careful attention is the manner 
in which the data is ultimately grouped 
and broken down, Mr. Best warned. But 
even after the data has been correctly 
compiled, there are often various shades of 
meaning that the same facts can convey 


to different individuals. This Mr. Best 
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explained by relating an incident that 
pened in his own agency 
“Our agency had laboriously work 
over a period ot hve years to brit g 
client up from thirteenth to second plac 
This should have been considered a pretty 
fair accomplishment but the client w t 
satished Instead he remarked ‘Hers we 
have been paying, you a nice service fee 
for five years and we are only in s 
place. That naturally cut us to the quick 
but the following year we had our reward 
when our client occupied first place. But 
then again our client did not shar 
enthusiasm He merely roared ~ s 
fine commentary on the industry. What 
kind of men have we in our industry t 
let us get up in first place?” And the 
climax came when the client concluded 
with “Now that we are on top, we wo! 
need to advertise any longer sia 
Mistakes of the past have been | 
build a sound method of investigatior 
that even approaches the scientif Mr 
Best contended. Research is more accu 
rate than it has ever been, and it is ge 
ting to be so more and more every day 
esnecially since the human factor is being 
taken into consideration when entering 
into the interpretation of results obtained 
Any market investigation to be ol 


real value must necessarily recognize and 
give full weight to the idiosyncrasies 
people who make up a market At 


ability to influence people imp 
ability to understand them 

“And to save time and money,’ M! 
Best concluded, “it is wise to investigatt 
before advertising and to interpret exa¢ 
the desires and wishes of the people 
the market advertised to.” 


Ralph C. Greiner, manager, m t re 
search, Central District, McGraw-H:!! Pud 
lishing Company, Cleveland, stated that 
any company desiring to successfully se! 
its products or services to a sp : 
dustry must learn how each product ane 


service can contribute towards t solu 
tion of some problems in that try 
He asserted that most manufactur wh 
ask for market data are seeking answer 


to two questions: (1) “Why does « given 
industry buy the particular products, © 
services, which are offered?” i 
“How much does this particular 























or 


of 
ry 









buy of the product which is for sale, 
what are the future sales possibilities?” 
\ publisher, Mr. Greiner added, who 
can supply the answers to these questions 
can render a most valuable service to 
manufacturers who are interested in sell- 
ind advertising to its particular mar- 
ket Trade and industrial publications 
re necessarily very close to their respec- 
tive industries, and are continuously en- 
gaged in the solution of the peculiar prob- 
lems of the group they serve. For this 
reason, a good business publication 1s 
rally the fountainhead of valuable in- 
ation regarding its industry and can 
render great help in planning practical 
and advertising campaigns 
To measure an individual consumet 
narket involves the use of “yardsticks” 
entirely different from those used in the 
public consumer field, and requires unique 
factors not applicable to any other indus- 
try, Mr. Greiner declared. For example 
The railroad market is measured by miles 
f Class I trackage, cars of various types, 
tons of freight and many other factors pe- 
liar to railroads and railroading. The 
textile industry has an entirely different 
set of market statistics involving the num- 
ber of spindles, yardage, bales, etc 
The importance of an industrial market 
sometimes underestimated because of its 
relatively small number of buying units, 
Mr. Greiner warned. Many industrial 
kets having only a few thousand or, 
e cases, only a few hundred buying 
requently represent tremendous buy 
wet For example, in the textile 
ry, less than 6,000 plants produce 
valued at more than $3,358,934,000 
average year 
Each industry operates under unique 
ns and necessafily has a language 
own, a language never heard in any 


ther industry, Mr. Greiner pointed out 
A few common words from the chemical 

cessing industries are, for instance, 
gitating, absorbing, centrifuging, catalyz- 


ng, et And from the textile industry 
calendering, carding, copping, 
ting, etc 

D iuse it 1s impossible tor any one 
keep abreast of the times in all 
e different industries, a wise advertising 
will “pump” the representatives 
strial publications to learn and 
Ket p-to-date on the practices and 
tre which affect the sale of his prod 
each industry. Since a publisher's 
ntative specializes on one industry 
tional group, that particular per- 
be well informed on how prod- 
bought and used in the field 
because he is obliged to keep up- 
inute on new developments which 

t the sale of such products 
e is seriously interested in learn- 
g v and why his products fit in, o1 
fit in with the needs of an in- 
the publication representative can 
es arrange a talk with the editors 
living with the problems of their 
From them can be obtained 
to practical questions concerning 
ibits, and valuable facts can be 
s¢ from the formal and informal 
t ade by the editorial staffs or 
he rch departments and the pub- 
representatives are always in a 
to furnish information when 


yn to do so. 





Disston to Geare-Marston 


' i Disston & Sons, Inc., Philadel 
phia ifacturer of saws, tools and files, 
las nted Geare-Marston, Inc., as its 
adv ng and merchandising counsel 


Guide to Information 
On Domestic Marketing 


“Market Research Sources,” a guide to 
information on domestic marketing, and 
revision of a handbook published every 
other year by the Bureau of Foreign and 
Domestic Commerce, can now be obtained 
from the Superintendent of Documents, 
Government Printing Office, Washington, 
D. C. “A review of the material in the 
new edition shows a steady increase in the 
volume and improvement in the quality 
of distribution research,” James W. 
Young, director of the Bureau, states. 

The book contains references to many 
new research projects bringing up-to-date 
the record of marketing research within 
the United States. It further contains 
material published between January, 1937, 


* 
HEATING 
* 


VENTILATING 


* 


and late 1939, and supplements material 
published in earlier editions. It serves to 
bring together in one place most of the 
important research available to the public. 
The publication may be of value to re 
search workers in marketing and allied 
fields, salesmanagers, teachers, economists 
and students. Price 25c. 


Winners in Sixth Annual 
Design Contest 


The winners in the sixth annual prod 
uct design contest sponsored by Electrical 
Manufacturing and the products for which 
they won awards were General Electric 
Company, room cooler; Gould & Eber 
hardt, gear hobber; International Business 
Machines Corporation, time stamp; and 
TelAutograph Corporation, telescriber. 


AIR-CONDITIONING 
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HEATING & VENTILATING 


148 LAFAYETTE STREET, NEW YORK CITY 
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The 1941 Telephone "BLUE BOOK" 


containing a complete 3-section, 
cross-indexed, Directory and Buyers’ 
Guide of the manufacturers and sup- 
pliers serving the telephone industry 
will be published as a part of the 
1941 


regular January, issue of 


TELEPHONE ENGINEER 


7720 Sheridan Road, Chicago, Illinois 
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INDUSTRY 


I is in a Buying 
| Mood. Contact 
i it through its Ae- 
| cepted Medium 





NEW YORK—Whitehall Bldg. 
CHICAGO—Manhattan Bidg. 


For more than 50 years the lead- 
ing journal of the coal industry 














ATTENTION—ARE YOU THIS MAN? 


Are you the type of man who is looking for ad- 

ditional markets for your company’s output? Are 

you the type of man who seeks ways to increase 

your company’s sales in fields where you now 

vs some sales! Are you the kind of man 

who knows that a high 

ef publication can 

i ee service to you? 

~. are, write for 

~ sample copy and full 
details. 
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SEE OUR AD ON PAGE 396 
NEW MARKET DATA BOOK NUMBER 
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What FTC Disapproves 


on dangerous ground when he makes 
claims that simply won’t hold up 
under ordinary, normal conditions of 
the product’s use. Extraordinary per- 
formance under conditions 
must not be presented as if it were 
standard and normal performance un- 
der ordinary conditions. 


certain 


Industrial manufacturers advertising 
for agents to sell their products on a 
commission basis must be extremely 
careful in stating the amounts which 
an agent can earn out of the propo- 
sition. There must be no representa- 
tion that agents have earned or will 
earn a specified amount unless such 
sums are consistently earned by agents 
under normal business conditions. 

Imitation or simulation of competi- 
trade marks, trade names, busi- 
containers or packages is 
simply with the commission. 
Of course, intelligent advertisers know 
that such practices date back to the 
horse and buggy era of advertising, 
but occasionally such cases still turn 
up. It’s both childish and illegal for 
an advertiser to call himself “DuPon 
Company” or “DePont Company” in 
the hope that the public will think 
he is the E. I. duPont de Nemours 
Company. Imitative trade marks and 
containers are still found occasionally. 
In one case the commission objected 
to a container for metal staples because 
a competitor’s. 


tors’ 
ness names, 
“out” 


it “simulated” 

Under the procedure, the 
commission issues a complaint against 
the alleged offender, who is given an 
opportunity to present his side of the 
case. After hearing both sides, the 
commission indie the complaint if 
unfounded, or issues an order direct- 


usual 








Publication office, 431 South Dearborn St., 
Phene Wis. 





Chicago, Ill. 
77-9043. New England office, 1501 Beacon St., Brookline,Mass.; Phone Aspinwall 8480. 


New York office, 152 W. 42nd St.; 
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ing the offender to “cease and desist” 
from the objectionable practice if 

is found to be objectionable. T! 
offender may then take an appeal to 
the federal courts and fight it out 
there against the commission if he so 
chooses. In many cases the offender 
voluntarily agrees to discontinue the 
practice complained of and enters into 
a written agreement with the com- 
mission to that effect. Such agree- 
ments are known as “stipulations” in 
legal practice. 

That the activities of the Federal 
Trade Commission constitute a worth 
while protection to the honest, care- 
ful advertiser, there’s no question. A 
study of the commission’s approach to 
advertising will protect the industrial 
advertising man from plunging, how- 
ever unwittingly, into the troubled 


waters of “unfair competition.” 


[CONTINUED FROM PaGeE 48] 


Problems in Marketing 


with your 
Movies, three-year calendars and many 
other activities may be included. Per- 
haps you have some difficult tables 
that could be prepared. A ne 
view of your plant can be purchased 
that may be used over a period of 
years. You may need new addressing 
equipment, and no doubt can think 
of a number of other activities in 
which you could engage, that will be 
of help and influence over many years 


materials or equipment. 


w serial 


to come. 


Fensholt New Trustee 
Of Illinois Technology 


A. H. Fensholt, president, The Fensholt 
Company, and a member of the board of 
governors of the Lewis Alumini Associa’ 
tion, Chicago, has been made a trustee of 
the Illinois Institute of Technology, as an 


alumni representative of the board of 
trustees 
Appoints Representatives 

H. N. Pickett, formerly advertising 
manager, Purchasing, has been appointed 
Ohio representative of National Real 


Estate Journal and will also cover Pitts 
burgh and Buffalo. Al Gredell wil! rep 
resent the publication out of Chicago and 
John Alberger will continue in the Eastern 


territory 


DMAA Re-elects Walter President 


L. Rohe Walter, advertising managet, 
Flintkote Company, New York, was tr’ 
elected president of the Direct Mai! Ad 
vertising Association last month tter 


having served one and a half terms in that 
capacity. 


fran 






























